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FUNCTIONAL 
HOME CENTER 


including segregated areas for 
Hardware and Lumber Pickup , 
Big-Ticket Packages 


Dealer Sales Control works 
for Pennsylvania firm. 


See page 38 














Single T-5 rack stocks and displays five 15 yd. 
rolls. Retail value — $148.50. Use against wall, y, 


lea 


column or counter. Attach to other CON-TACT racks. 


\ 


Why “Do-It-Yourselfers” STOP to buy 


... it’s twice as wide as regular CON-TACT. ee 


Ideal for covering wide areas without over- 
lapping seams...counter, table and bar 
tops, work areas, stairs . . . even floors. Avail- 
able in 10 colorful patterns. 


3 ei WF ( $1.98 a yard retail 


wide FOR HYGIENIC PROTECTION 


HEAVY GAUGE LAYER OF CLEAR 
PROTECTIVE VINYL 


HEAVY GAUGE LAYER OF PRINTED 
VINYL CON-TACT 





Con-Tact 


HEAVY OUTY VINYL 


... double-ply thickness makes it the most 
rugged self-adhesive plastic ever made! 
Gives long wear without tear. Waterproof, 
washable, stain and alcohol resistant. Sealed- 
in color never fades. 


Other CON-TACT “traffic stoppers” are 18” 
width, SANITIZED® treated CON-TACT and 
3-Dimensional SCULPTURE CON-TACT wall 
panels—both pre-sold by national advertising. 


For the name of your nearest CON-TACT products distributor, write to COHN-HALL-MARX CO., Dept. L-5, 40 W. 40th Street, N. Y. C. 18, N. Y. 
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join Azrock’s Spring Profit Promotion 


FEATURING THE py / a 


SUM Serie 


a new vinyl asbestos tile with through-and- 
through color-chip styling NOW IN 3 
GAUGES — 1/16” and 3/32”, in addition 

to 4%” — at no extra cost! This exclusive 


and revolutionary flooring will be... 


Ald 


through full color ads this month in 
leading consumer, architectural and trade 
publications with a circulation of over 
18,000,000! You can... 


lie-n 


when you use these attention-demanding dis- 


plays in your store: A colorful 800 Series 
window or wall streamer kit, and a unique 
model home display for counter, window 


or floor. Here’s an opportunity to 


by pushing a tile that’s above price competition 
because there is no other to compete with it! The 
Vina-Lux 800 Series offers you a selling exclusive 


your customers can actually see! 


Call your Azrock distributor today! 


AZROCK FLOOR PRODUCTS DIVISION 
Specialists in the manufacture of vinyl asbestos tile and asphalt tile flooring 
UVALDE ROCK ASPHALT CO. ¢ 5930 FROST BANK BLDG. « SAN ANTONIO, TEX. 
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PROFIT DEPENDS 
ON PERFORMANCE 


FIRESTONE, THE LOW-COST-PER-MILE TIRE FOR ON-TIME BUILDING MATERIAL DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That's because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 


on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


Firestone 


BETTER RUBBER FROM START TO FINISH 


Copyright 1960, The Firestone Tire & Rubber Company 
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Something To 
Think About. . . 


* Every dealer must learn how to price 
for profit. The compensatory pricing for- 
mula has grown because it means you 
can be competitive on some items and 
yet end up with a satisfactory average 
profit percentage on your overall sales. 

But there’s another aspect of pricing 
which goes beyond markup formulas. 
That is the knowledge of what your cus- 
tomers want to pay for a commodity. 

_This came up recently in talking to a 
wise old dealer—a successful merchant 
who could rightfully be called a “born 
retailer.” 

He remarked that in one instance he 
had the choice, in his opinion, of selling 
a certain quart of paint for either $3.95, 
$4.95 or $5.95. 

With the $3.95 price he would of 
course need a great volume to achieve 
his dollar profit goal, since all three 
prices would be based on the same dealer 
cost. At the other exireme, he said that 
$5.95 would be in line with some of his 
competitors, but that he felt it wouldn’t 
be a good value and in the end such a 
price would endanger customer loyalty. 

“So, Ill sell the paint at $4.95,” he 
said. “Actually, I'll sell just as much at 
this price as I would at a dollar less a 
quart. The reason is that most people in 
my market are suspicious about a prod- 
uct that is priced too low.” 

Turning to another phase of pricing, 
the dealer said that the real trick in man- 
agement is to find out what people want 
to pay for a product. 

In other words, he doesn’t just take 
any manufacturer’s suggested retail price 
nor does he simply follow competition. 
He works from another direction—he es- 
tablishes a selling price based on his re- 
tailing sense of what a product is worth, 
then finds a product to fit that figure. 

Many people will say that this involves 
intuition and therefore it can’t be done 
by everybody. Maybe so. But where does 
such “intuition” come from? 

Perhaps its a natural gift which can’t 
be learned. But, on the other hand, it 
might just come from long years of close 
study of customers—study of their 
whims, their behavior in the store, their 
shopping habits, their remarks about the 
price of merchandise, their conversations 
between themselves and with salesmen. 

There’s probably more “science” in this 
old dealer’s success than you might think. 


WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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Peace in the Family 
Personal viewpoint editorial by Gordon J. Lawler. 


Dealer Calls the Signals on Land Development Plays 
Louisiana dealer's step-by-step program in developing a 
27-acre tract in cooperation with builder customers. 


Functional Home Center 
Suburban Pittsburgh store has four segregated shopping 
areas: pickup hardware and building materials; packaged 
home improvements; interior decoration and home spe- 
cialties; lots and speculative homes in his own subdivision. 


Track-Guided Giant Dolly 
Mechanical handling device helps solve Florida dealer's 


problems. 


High Cost of Free Services 
Sampling of dealer opinion across the country discloses 
a cutback on some free services. 


Special Display Room for Contract Hardware 
Separate room with smart displays have helped Shreve- 
port (La.) Long Leaf Lumber, Inc. double their contract 
hardware accounts. 


Hardware Sales Increase—But So Do Problems 
Volume climbs, but increased competition is cutting prof- 
its. Good salesmen still make the difference between ‘‘No 
Sale’’ and a good ticket. 


Cash for “Thank You” Ideas 
Oklahoma dealer encourages good customer relations by 
staging a contest that brings desired results. 


Why Good Men Quit—And What To Do About It 
Second in a two-part series by Art Hood on a problem 
that baffles many dealers. 


What’s Coming . . . 

“Prebuilt Housing Will Af- 
fect Your Business—Wheth- 
NEW FROOUCTS page 79 er You Like It Or Not!’’ That's 
SALES AIDS page 78 the title of the big feature 
section on components and 
prefabrication . . . five deal- 
ADVERTISING INDEX page 83 er case history stories on this 
subject alone .. . also third 
in a_ series of articles on 
land development . . . other 
major articles, too—all in 
your June 6th issue. 


WANT ADS page 82 
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MAKES THE. BIG DIFFERERC ESE 
IN WINDOWS 


Over the years it has been the constant objective 

of R-O-W manufacturers to MAKE THE BEST 

A LITTLE BETTER. Introduction of the fine 

LIF-T-LOX balance and improvements in 

weather seal are just two examples of this 

progress. The big difference in windows is still 

removability, but you know—and most of your 

customers know—that of all removable windows, 

R-O-W provides highest quality and trouble-free LiF © LOX, 
performance. WINDOW BALANCE 


R-O-W and LIF-T-LOX are the registered trade-marks of the R-O-W Sales Company 





R-O°-W SALES CO. + 1365 ACADEMY AVE. Dept. AL-560 . FERNDALE 20, MICHIGAN 
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PERSONAL VIEWPOINT 





Peace in the Family 


Speaking ill of a competitor is usually the last resort of an incom- 
petent salesman. Vicious, untrue remarks have often lost more sales 
than prices. 


We all know that blasting the competitor’s reputation takes place at 
dealer, wholesaler and manufacturer levels. It’s bad whoever does it. 


For the record, the situation is vastly improved at the dealer and 
wholesaler levels. Retailers, especially, are slowly becoming more secure 
as they systematically merchandise to one or more fertile markets avail- 
able in the industry. Package selling, for example, is helping to ease 
the competitive strain. 


The manufacturers, however, are another story. Instead of selling 
the merits of their own products there has been a tendency to knock 
competition, conveniently ignoring the true facts of the situation. 


We see today wood people belaboring aluminum products. The alu- 
minum group in turn taking cracks at wood items. And to complicate 
matters still further, the plastic industry shows a tendency to make 
pointed remarks at both wood and aluminum. This would cause us 
great concern if we weren’t convinced that two developments are at 
work to bring sanity to selling methods. 


First of all, we are encouraged by the growing influence of cooler 
heads in all three basic industries. A recent example was the very direct 
impact of a leading manufacturer to moderate the paint life claims on 
aluminum siding. 


The primary raw material suppliers for both plastics and alu- 
minum products are essentially giant corporations which value their 
reputations. Increasingly they are monitoring, by all legal means, the 
end-users of their merchandise. 


Second there is a vast difference between the claims made by the 
manufacturer’s sales departments and actual company policy. During 
the past year, I have visited many corporations and especially the research 
and engineering departments. The sales manager may rant and roar, but 
behind the scenes you see a high degree of cooperation between plastic, 
aluminum and wood firms. 


We can be quite specific. A large aluminum company is now erecting 
an experimental home with foamed plastic core walls. This home is re- 
markable for its creative use of post-and-beam and interior walls of hard- 
board. 


In a plywood laboratory, the engineers are testing aluminum-clad 
panels and a new roof component with colorful, brand-new plastic 
granules. You enter the warehouse area of a super-big chemical firm and 
find an inventory of lumber, plywood and millwork, which rival that 
of a top distributor. Why? Intensive research is going on to develop sig- 
nificant preservatives, coatings and films for natural finishes. 


What is shaping up is profitable co-existence. The intelligent com- 
bining of the best qualities of wood, aluminum and plastics, benefiting 
the general public. Each product will still be sold by itself, but we 
predict a great amount of blended merchandise. 





MONEY IS EASIER but so far there is little indication of any reduction in the 
interest rate. FHA's last survey estimates 6.3% on a national basis. 


Discounting on FHA and VA, is becoming less. The trend began in 
February and became significantly less severe in April. FHA has lowered 
down payments, but the money market still does not find the mortgages 
attractive. 


FALL HOUSING BOOM is being widely discussed, may be just so much wishful 
thinking. Generally it conveniently ignores the many months of planning 
required to put homes on the market. 


NAHB Economist Nat Rogg says 1960 will be a "successful" year, but not 

as good as 1959. FHA Commissioner Julian Zimmerman agrees, commenting 
that even with easier FHA terms he will not revise his earlier prediction 
of 1.2 million new homes this year. 


Very late fall does look good and the improving trend should continue 
into 1961. A lot depends on builder pre-planning--plenty of foundations 
in and wider use of component walls with roof trusses, which permit 
faster enclosures. 


HOME IMPROVEMENT abuses have sharply increased this year, according to the 
Better Business Bureau. In New York, for example, complaints on bait 
advertising and failure to honor guarantees, are up 25% this pear. The 
BBB on Long Island reported that 30% of their work-load was vonnected 
with home improvement complaints. 


Reflecting this condition, we have noted a strong increase in dealer 
advertising warning the community about sharpies and crooks on home 
improvements. Some of these ads are dramatic and emotional, but no 
substitute for sound advertising to stimulate home improvement business. 
Advertising remodeling is, on the whole, pretty miserable. Much of the 
ads are straight type rarely mentioning terms or installation services. 
Taking our own medicine, we've recently revamped our dealer-consumer 
magazine Home Maintenance & Improvement along package selling lines 
with strong stress on package prices and terms. 


TRAILER HOMES ARE BOOMING and are making a sizeable dent in the new home 
market. For the record, a total of 114,400 units were produced last 
year with a retail value of $629 million. Thinking of making them in 
your shop? There's plenty of competition--in fact 380 producers serviced 
in many cases by Separate divisions of building materials manufacturers. 
Some produce rather unique panel products for trailers, which could 
eventually show up in conventional homes. 


RAINS HOUSING BILL, now approved by the House and before the Senate, 

goes much farther than generally understood. Example: no down payments 
on houses up to $13,500... 35-year FHA mortgages...even 40 years in hard- 
ship cases. There's more, but they set the tone for this liberal bill. 


Much more important are moves to create a government-backed secondary 
market facility to boost the flow of money into conventional mortgages. 
The objective is to attract investment money such as union pension funds 
into private home mortgages. 


Union money is already going into mortgages in northern California. 

The Carpenters’ Pension Trust Fund is pouring in $400,000 a month ... 
they expect to buy $25 million in FHA and VA mortgages. Early purchases 
are yielding the fund 5.6%. 


"OVER $40 BILLION FOR FUN" is the title of a special report prepared by 
Printer's Ink, advertising publication. Typical yearly totals: boating 
$2.1 billion; $16.8 billion domestic travel, recreation; $3.5 billion 
gardening equipment. Home building just about matches domestic travel 
and recreation. 
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“Truck maintenance 
like a 
bad dream?” 


146 


S/eep soundly! Lease trucks from Hertz/ 


NO UPKEEP...NO INVESTMENT 


Stop worrying about the expensive tires, batteries, repair parts, painting, time and 
labor that go into keeping your truck fleet operating. Switch to Hertz Truck Lease 
Service and get new maintenance-free GMC, Chevrolet or other sturdy trucks, custom- 
engineered to fit your needs. Or, we'll buy your present trucks, rebuild them if 
necessary, and lease them back to you. Either way, Hertz experts take over all repairs 
and upkeep. Hertz wili also provide extra trucks for peak periods or emergencies! 
You eliminate all your truck problems by writing one budgetable check per week 
There's no easier way to get out of the truck business and 
back into your own business! Rely on Hertz, America's HERTZ 
No. 1 truck lessor, with over 500 stations in the U. S. TRUCK LEASE 
and Canada. 


For more information, call your local Hertz office. Or write for the fact- 
filled booklet, “How to Get Out of the Truck Business,” to Hertz Truck 
Lease, Dept. 7 523, 218 South Wabash Avenue, Chicago 4, /ilinois. 





In addition, Hertz also rents trucks by the hour, day or week. 
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You 
in business 
for fun 
or money? 


... you MAKE more money with 
the mighty BIRD WIND SEAL SHINGLES 


MORE PROFIT PER SALE, AND a © powerful seals spaced for drainage 
MORE SALES, BESIDES: The mighty @ proved to hold in 125 MPH hurricanes 
@ lay fast in the usual way — no pulling 
Bird Wind Seal Shingles are booming uP apart or turning 

= @ long lasting double-surfaced 

: construction 

mouth sell from satisfied customers, © advertised to your customers in The 
Saturday Evening Post 


all over the country, due to word-of- 


plus the strength of national consumer 


advertising in The Saturday Evening 
Post. These great shingles are so good that the more they sell, the | 2 | | 
more they prove themselves — the more they prove themselves, 
the more they sell. i | A | | S 
J 
ind Seal 


SHINGLES 





Birp & SON, INC. 


E. Walpole, Mass. « Chicago, Ill. « Shreveport, La. « Charleston, S. C. 
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6 Great new things 
are shaping up in concrete block 
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Atlas Masonry Gement provides the right mortar 


Even standard masonry units such as the bond beam block are being used to create decorative patterns in 
exposed masonry construction. The effect shown was achieved with this block in two sizes, laid back to back to 
form a screen-type wall. 


Whether standard building block or any of the new-type masonry units are used, ATLAS MASONRY CEMENT provides 
the right mortar. That’s because it produces a smooth, easy-to-work mortar...assures a stronger bond... gives 
weathertight joints that are uniform in color. And ATLAS MASONRY CEMENT meets ASTM and Federal Specifica- 
tions. For information on masonry cement, write Universal Atlas, Dept. M, 100 Park Avenue, New York 17, N. Y. 


Universal Atlas Cement 
Division of 
= ae ea United States Steel 


are registered trademarks 
OFFICES: Albany + Birmingham + Boston + Chicago + Dayton + Kansas City - Milwaukee + Minneapolis - New York + Philadelphia + Pittsburgh + St. Louis - Waco 
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For protfits...salll TOP QUAL 


Nu-Wood Nail-Bond Sheathing, 
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Here’s the top-grade sheathing for direct application of wood or asbestos siding shingles! Nu-Wood 
Nail-Bond insulating sheathing has extra strength and rigidity...extra nail-holding power to meet 
F.H.A. requirements for direct application of asbestos or wood siding shingles. A major time-saver, 
this better sheathing provides the basic quality your customers want today. Here are some of its 
many advantages: 


e Eliminates the need for nailing strips—now wood or asbestos shingles can be 
applied directly to sheathing with annular (ring) nails. 





e Hot-melt asphalt coated on all sides and edges. 


e Eliminates need of costly let-in corner bracing, large 4’ x 8’ or 9’ panels do not 
require diagonal corner bracing, yet exceed the F.H.A. requirements for racking 
strength. 


e Added insulation value with the advantage of a continuous surface which resists 
weather and wind infiltration. 


@ No building paper required except under stucco. 














@ Easy to handle. Big 4’ x 8’ or 4’ x 9’ panels of Nu-Wood sheathing save the 
expense of handling small pieces...cover wall areas fast. 


Quality puillels VOur business =m 
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Balsam-Wool Reflective Insulation 


Here’s the finest Balsam-Wool insulation available 
to provide the ultimate in winter-summer insulation. 
Balsam-Wool reflective insulation assures year- 
around protection from extremes of temperature by 
a 3-way reduction of heat transmission: conduction, 
convection and radiation. 


e Efficient insulating mat reduces heat transfer by 
conduction and convection. 


@ Two reflective liners reduce heat transfer by radi- 
ation—particularly across wall, floor or ceiling air 
spaces. 


@ Exclusive pre-formed spacer flanges automatically 
provide double air spaces to increase insulation 
efficiency. 


e Cuts air-conditioning cost—reflective Balsam- 
Wool as attic insulation is especially efficient in 
reducing heat penetration from hot roof. 


@ Excellent protection against moisture vapor—both 
from the foil liner and from the asphalt coating, 
which firmly adheres liner to the insulating mat. 

@ Wide range of sizes—standard reflective Balsam- 
Wool (1” thick): 16”, 20” and 24” widths; Double- 
thick (2”): 16” and 24” widths. Also available in 
Full-thick (35") and new Super-thick (5”) in 16” 
and 24” widths, especially designed for electrically 
heated homes. 


Wood Conversion Company 
First National Bank Bldg., St. Paul 1, Minn. 


Balsam-Wool aac! Nu-Wood are basic to quallityy 
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Barrett 
is out 
to help 


Other Quality BARRETT Building Products 
FA WO* ELT SEALING & OPER AGING T ROALD - BOUL 
AOOFNES + FITCH S ANPHNLT PLAT ROOFS . GeEaONG & 
Ce ee ee ee - . a " Spe SULONNG PAPERS - FIBLROOARD BHEATIONG . WRLLBOARD & 
U C > : ¥ ‘work, jn top ERATION BGARD » OFM PROUUL TS» FawiNG WATE RALS. 
supply dealer smnarvon 


‘walls...aluminum roof coatings. For details peal al 


BARRETT’S BIG 
HOME-IMPROVEMENT AD 


BARRETT 

IS OUT 

TO HELP YOU 
SELL 

HOME- 
IMPROVEMENT 
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a fresh start, 
a bright new look 
for your house 





40 Rector Street, Mine York € 6 





ane = 


Some of the point-of-sale aids you get free as part of a complete store-wide promotion package, 


A BRIGHT 
NEW 
LOOK 

FOR YOUR 


SHOW-ROOM PROMOTIONS! 


Barrett is out to help you build bigger sales of all home improvement products with a bright 
new selling theme and a complete show-room wide promotion package. * And Barrett 
backs your promotion with a spectacular three-page, full-color ad in the May 30th LIFE. 
The theme, “A fresh start, a bright new look for your house,” introduces four bright new 
Barrett building products. « The point-of-sale display materials can help you create fresh 
selling excitement for all your home improvement products. Why not let your Barrett 
representative give your promotions a bright new look. x Barrett home-improvement 
products include ceiling tile, asphalt shingles, aluminum siding, protective coatings, plastic 
panels and other quality building materials. « Offices in Birmingham, Charlotte, Chicago, 


Cleveland, Houston, Malden, New York, Philadelphia, St. Paul. 


llied | 
hemical | 


| 
ae — | 


BARRETT DIVISION 


40 Rector Street, New York 6, N. Y. 
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another first from Bilf=Well 
~y Caradco 
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Bilt-Well 
aunmisimeee Only BILT-WELL 


Units Casements, and 
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this exclusive 
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This patented feature permits 
an unlimited number of single 
units to be joined in multiple 
Bilt-Well horizontal groupings. 


DOUBLE-HUNG 
Units 


\ 


1 
t 
\ 





SECTION THRU MULL 2 UNITS 
JOINED—UNITIZED SILL of 
~., a 
nha Riga a -—— 


Unitized Construction keeps 
BILT-WELL Window costs low! Look for these BILT-WELL Features 


This unique patented joining method results in a saving 1. DISTINCTIVE HARDWARE 

over the old continuous head and sill method-—in a stronger 2. EFFECTIVE WEATHERSTRIPPING 

assembly—in a permanent watertight joint—in greater 3. PRESERVATIVE TREATED 

latitude of fenestration. 4, SURPASSES FHA Requirements 

Specify the newly engineered BILT-WELL WINDOW UNITS 5. SINGLE or INSULATING GLASS 
CARADCO, inc., Dubuque, Iowa 


7, BILT @ WELL 
There's more to offer with sam Tre ator mae 07 Caradco 
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Flintkote salesman 
Paul L. Honeycutt describes... 


The secret 

profit ingredients in 
Flintkote decorative 
ceiling tiles 


How styling and promotion 
are planned for profits 


“Can you plan for profits? Flintkote thinks 
so—and does in two ways for its ceiling tile 

line. First, by developing new tile design ideas 
that stimulate new sales. For example, Flintkote’s 
new Skyline* and Crevatex* acoustical tiles. 
Soon, Flintkote will introduce the new Silverette* 
printed tile. 


“Flintkote’s second profit ingredient is national 
advertising that builds consumer preference for 
Flintkote tiles. When customers come to you, 
Flintkote’s promotion and display material 
‘switches on’ this preference, making selling easier, 
profits higher.”’ 


*Trademark of The Flintkote Company 


Why don’t you get further particulars and 
literature on the Flintkote line of céiling tiles 
from your Flintkote representative? You'll 
find him a great guy to work with... and 
he knows his stuff in building materials. 


THE FLINTKOTE COMPANY, 30 ROCKEFELLER PLAZA, NEW YORK 
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what's the PRICEPr 





Top-range prices appear to have moved upward during the last 
two weeks according to dealers reporting prices they charge con- 
tractors. This widening of the spread between high and low was 
more noticeable in mountain states and on the Pacific coast. 





Severe weather in region 6 eased, but its effect on building 
volume did not seem to have created much price movement. How- 
ever, in zones 4 and 5 (east north central and east south central) 
the upper price range for millwork dropped back from recent re- 
ports, although the low price range remained fairly steady. 











Noteworthy is the complaint from some dealers that “things 
are in a mess pricewise.” On the other hand, it appears that some 
dealers are trying to see if the market will accept higher prices. 


Current Retail Price Range 
Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 


Zone 1 Zone 2 Zone 3 Zone 4 | Zone5 | Zone6 | Zone? | ZoneB | Zone? 
North Middle South East North | East South | West North | West South | Mountain | Pacific 
Central | Centrol | Central | Central 


Atlantic Atlantic Atlantic } 


| | 
Lew Lew High Low High Low High Low High | Low High | Low High | Low High | Low High 
$ $ $ $ $ 


LUMBER: 
Douglas fir: 


Dimension: | | 
Std. & Btr. green R/L 2x4 : - 6 \ : 60. | | | 135. 125 135 
Std. & Bor. dry R/L 2x4 , 3 ‘ . | 142.50 160. | 140, , 1S } 135. 140 
Std. & Btr. green R/L 2x10 4 y . | | | 135. | 45 155 
Std. & Btr. dry 2x10 R/L | ‘ Y ; 142.50 170. . | 135. | 


! 
| 
$ $28 Parr. oe ae oe 
| 
| | 
J 


West Coast Hemlock, White Fir: } | 
Dimension: 

Std. & Btr. dry R/L 2x4 

Std. & Btr. dry R/L 2x10 


| 135. 
| 140, 


Western Pines: 
Boards: | 
. ’ . 3 b q | 166.50 190. 


No. 2 & Btr. dry 1x8 R/L S45 or shiplep 
No. 3 & Btr. dry R/L 1x8 S4S or shiplap 125. 167.50 








Southern Pine: 


Dimension: 
No. 2 & Btr. dry R/L 2x4 
Neo. 2& Btr. dry R/L 2x10 


Boards: 


Ne. 2.& Bir. dry R/L. 1x8 $45 or D&M or 
shiplap 


Hardwood Flooring: 


Select Ook 25/32" » 24" Plain sawed 
No. 1 Common Dak 25/32" x 2)" Plein sowed 


320. ; 
301.50 | 225. 


Interior Softwood Paneling: 
Mo. 2 Ponderosa Pine R/W 


Wood Siding: 
Redwood Cleor All Heart bevel siding 
3/4" x10" 185. 300. 
“a” Cedar bevel siding 3/4” x 10” 275. 5 





| 
Wood Shingles: } 
Cedor shingles 5/2 #1 16” - 5X | 17.95 19.50 | 20. § 4 25 | . r - 15.50 16.95 
SOS Rat SA a sladdicela cited J ic ‘ 
PLYWOOD: 
Fir, 1/4" DFPA-AD interior glue } 115. . | 100. 
Fir, 1/4" DFPA-AC exterior glee 5 ‘ 110. 
Fir, 3/8" DFPA-CD sheathing interior give | . 105. 
Fir, 1/2" DFPA-CD sheathing interior glee | y 130. 
Fir, 5/8” DFPA-CD sheathing interior glue b 











MILLWORK: 


Phil. mahogany (Laven) flush door | 
1-3/8" -2-6x6-8 me A 64 J . 9.25 | 7.30 8.90 6.90 12.92 fs A 9.% 


Birch flush door 1-3/8" - 24x68 > y , 12.00 | 9.30 12.25 MW. 12.92 ld Bel 13.32 
Double hung window unit 2-4x4-6, set up, | | 
glezed weatherstripped ond bolanced 19.88 25.56 50 | 25.65 











BUILDING MATERIALS: 
6.12 7.05 


Ovtside whitd point, first grode 

8d common steel nails . : ; 5 fs i ’ 15. 18. 
M wool insulotion, full-thick bett ; q ; ; 79. ia 4 6. 
Ce Tile 12°12" 5 , q R ; : | 130. ‘ 130, 
1/2” insuleting building boord : 90. . k 81 
25/32" insulating sheathing 120 
3/8" gypsum wollboord 55. 


1/8" tempered hardboard ae 105. 10. g | 135. | 108. 133. | 99. 
215" thick butt asphalt shingles / 7.25 10.25| 7.45 7. 8.50 8.50 12.95| 8.46 11.25 
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| Elmwood Mills’ Window Pains 











000% HOME AND I WANT Tro BRICK TWo LEVEL WITH) 
PUT UP ONE NEXT DOOR THATLL! poo. AND SUNKEN J 
MAKE THEM TURN |] GARDEN WILL 


JIM GOWN J 
ASS MUS 


hic MR. MILLS - THEY’VE BUILT A | THIS PATAGONIA BLUE 











MAKE MINE THREE LEVELS WITH THREE MASTER BED) 
ROOMS - THREE BATHROOMS-— THREE GARAGES- AND 
DOZENS OF PENNVERNON WINDOWS - I CAME To YOu} 


BECAUSE I KNOW You SELL 
> | PENNVERNON / 
> 





| 




















ITS COMPLETELY TRANSPARENT AND 
PROVIDES EXCELLENT VISION-~ 

















SMOOTH SURFACE WHICH MAKES 
IT SCRATCH RESISTANT, DIRT RE 


Ly (EASIER To 3 
CLEAN: 


























ALL AT ONCE SHE DIscovereD) 
YOU WERE GONE - GoT UP A 











PennueRnon”... 


not just window glass 


Pittsburgh Plate Glass Company 


Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 


Paints + Glass + 
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Dealers See Prebuilt Housing as 


Bright Side of a Slow Season 


Trend toward components and home package grows despite 
17°%/, drop in new home starts. Some dealers plan more em- 


phasis on package remodeling. 


REFABRICATED WH OL E- 

HOUSE packages and components 
are increasing despite the sharp drop 
in home starts this year. Building ma- 
terials dealers are moving into this 
field, mainly in components, a nation- 
wide dealer check indicates. 

It’s not surprising that dealers are 
most active in components and house 
fabrication in the areas where inde- 
pendent prefabricators have been 
most active. New Jersey, for example 
Frank Riedl, president of Bellevue 
Building Supplies, Almonesson, is con- 
sidering both components and whole- 
house prefabing. 

“We want to take advantage of the 
tremendous promotional job the pre- 
fab home builders have done so far,” 
he explains, “since a lot of people are 
sold on prefabs even before they start 
to look for a home.” 

Unlike Riedl, however, most deal- 
ers are now considering only compo- 
nents or precutting, not whole-house 
packages, according to the cross-coun- 
try sampling. 

Lu-Re-Co springboard. “The trend 
seems toward the use of more and 
more components,” said Walter Micka, 
of Hummer & Green Lumber Co., 
Chester, Penna. 

“If that’s what the public wants, 
that’s what we'll give them,” he de- 
clares. He feels Lu-Re-Co promotion 
has been “the main reason for the 
component demand,” and expects to 
use a component system that is “a 
combination of our plan with that of 
Lu-Re-Co.” 

Some see in components a chance 
to get in on the ground floor of a 
new building operation with a prom- 
ising future. A’Seattle dealer, Robert 
S. Wilcoxon, president of Sand Point 
Lumber Co., said he is going into Lu- 
Re-Co components because prebuilt 
housing “is a good market and not 
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many yards appear to be going after 
the business, although more and more 
of the bigger ones are beginning to.” 

In some areas, dealers see not only 
a big future for components, but a 
minor one for prefab house pack- 
ages. Jay Lindsay of Consolidated 
Lumber & Supply, a Denver lumber 
wholesaler, said there was little house 
prefabing in Denver and he did not 
expect an increase. 

“However,” Lindsay said, “it ap- 
pears to me that components, both 
trusses and sidewalls, will gain in de- 
mand during the year.” 

It is the same way in Omaha, ac- 
cording to Les Garland, Johnson Cash- 
way Lumber Co., who said, “we may 
go into the component business our- 
selves.” 

Millard (Nebr.) Lumber & Supply, 
an Omaha suburb, expects no in- 
crease in prefab housing, but plans to 
make roof trusses and wall panels, 
prefab garages and farm buildings. 

“If you are referring to the com- 
plete house package,” said Robert 
Glaser of Superior Lumber & Miill- 
work, Cincinnati, “there has been no 
increase in prefab housing.” “But,” he 
added, “if you take into account 
houses built with component parts, 
then the answer is obvious.” 

Components vs custom. Unlike the 
others, however, Glaser is not going 
into components. Reflecting a com- 
mon misconception among dealers 
that custom houses and prefab com- 
ponents do not go together, Glaser 
explained he won’t build them be- 
cause “the majority of our business is 
with custom builders.” 

(Editor’s note: Much successful house 
prefabing today, either with compo- 
nents or whole-house packages, is 
custom fabrication on an individual 
house basis, not assembly-line produc- 
tion of standard models.) 


Some dealers combine component 
fabrication of some house parts with 
the precutting of others; some precut 
only. Whelan’s, Inc., Topeka, Kan., 
has for three years built components 
—trusses and exterior wall panels. 
But they also precut all interior par- 
titions. Wayne Whelan says prefab 
competition is increasing, “but we’re 
holding our own with our own pre- 
fabs.” 

On the other hand, Daniels-Mc- 
Cray Lumber Co., Kansas City, Mo., 
builds no components, precutting com- 
ponent parts only. In California, 
O'Neill Lumber Co., San Carlos, 
specializes in precutting, but does not 
build components. 

In addition to indicating cross-coun- 
try dealer activity and interest in pre- 
built housing, the dealer check also 
shows that most dealers expect nearly 
as many houses to be built this year 
as 1959, despite a drop of 17% in 
home starts during the first quarter. A 
few believe starts will equal or ex- 
ceed last year. 

Builders in northern California ex- 
pect new home construction will just 
about keep pace with last year, al- 
though tract starts in Sacramento are 
up 100% and in the Fresno area 200%. 
In southern Florida, dealers Harry 
Lehman and Clifton Rose predict a 
better second half of 1960 than 1959 
because of Florida’s steady population 
growth, second highest in the nation. 

“All indications point to a better 
year than last in the Holbrook, Win- 
slow and Williams areas,” commented 
Carl Kemp, manager, Babbitt’s Lum- 
ber, Flagstaff, Ariz. Earl Cox, man- 
ager, O’Malley Lumber Co., Phoenix, 
says home building in that area is off 
about 10%. He hopes to offset this loss 
with better merchandising and empha- 
sis on more profitable lines. 

Package remodeling. Some dealers 
are planning to promote remodeling 
or do-it-yourself business or both to 
offset the decline in home building. 
A few dealers plan such programs 
in addition to component fabrication. 

“We will concentrate on general 
remodeling and room additions,” said 
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Gary R. Nein, president, Lumber and 
Building Supply, Seattle. He also in- 
tends to promote do-it-yourself busi- 
ness. 

Glendale Lumber Co., Seattle, plans 
to “stress remodeling of older homes 
and additions to newer ones,” besides 
encouraging do-it-yourself trade. 

Although neither of these Seattle 
dealers has plans for components, Sand 
Point Lumber Co. has a “package sale 
program that will include everything 
necessary for remodeling or a house 
addition—financing, materials and the 
works,” 

Another dealer planning compo- 
nents and remodeling emphasis is the 
newly-merged Erb-Restrick Lumber 
Co., Royal Oak, Mich. 

In addition to its component busi- 
ness, Whelan’s, Topeka, Kans., is also 
“working on a remodeling program.” 
They are also “starting to lay the 
groundwork for a big push at the sec- 
ond home or vacation home market, 
which should really pay off in the 
next few years,” feels Wayne Whelan. 

R. L. Sweet Lumber Co., Kansas 
City, Mo., a prefab home manufac- 
turer, has stepped up its remodeling 
program in anticipation of fewer home 
starts, according to spokesman Fran- 
cis Hatcher. 

The Home Improvement Council of 
the Greater San Francisco Bay area 
predicts a $200,000,000 increase in 
home improvement loans this year 
with the average loan amounting to 
$1,232 compared with $600 in 1954. 
Major remodeling projects in north- 
ern California continue to run well 
above the average of $1,232 and con- 
tractors are beginning to urge that 
such loans be extended as long as sev- 
en years. 

Besides stepping up remodeling, 
Harold Schiller, Forest Lumber Supply 
Co., Mountain Lakes, N. J., believes 
cash sales should be increased to check 
credit losses. 

“Deadbeats are the biggest prob- 
lem in this business,” claims Schiller. 
“I believe lumbermen could curb 
losses by banding together to contro! 
credit and prevent delinquent accounts 
from switching from one supplier to 
another.” 


(Watch for Special Staff Report on 
Prebuilt Housing, including examples 
of prefabing by wholesalers, in your 
June 6th issue of A. L. and Building 
Products Merchandiser.) 


Drivers Sign 3-Year Pact 


Kansas Ciry—Over 600 truck driv- 
ers for lumberyards in the Kansas City 
area will receive a 10¢ per hour an- 
nual increase in pay for the next three 
years as the result of a three-year con- 
tract between Teamsters’ Local 541 
and management. 

Some changes were also made in 
fringe benefits. Carl Hise, represent- 
ing management, said the proposal will 
be given dealers for ratification. Ac- 
ceptance has already been voted by the 
Teamsters. 


Southern Pine Lumber Co. 
Will Prefab Houses 


National Homes executive will head new prefabrication di- 
vision of veteran Texas forest products manufacturer. Com- 
ponent houses will be sold through retail dealers. 


Dipo__, Tex.—The big Southern 
Pine Lumber Co., one of the most 
fully-integrated forest products firms 
in the south, will enter the prefabri- 
cated component house business this 
summer. 

President Arthur Temple, Jr. an- 
nounced that Wilbert S. Johnson, will 
leave National Homes on June 1 to 
head up the new fabrication division 
of Southern Pine. 

“There is a serious lack of manu- 
factured home thinking to date which 
includes the most important distribu- 
tion system in the building industry— 
the retail lumber dealer,” Temple said. 

“Our new company will manufac- 
ture and sell component homes. The 
local retail dealer will be one of the 
agents encouraged to distribute our 
houses. 

“Southern Pine Lumber’s connec- 
tion with the retail lumber dealer,” 
added Temple, “gives us an under- 
standing of his problems and of his 
capabilities. The important function of 
the retail dealer has been too often 
overlooked in the revolution of the 
building industry.” 

Southern Pine has had its eye on 
the manufactured home field for a 
number of years, Temple explained, 
but waited until it could get the top 
man in the field. 

Wilbert Johnson, who will. head 
the new division, entered the prefab 
field in 1940 with the Page & Hill 
Co. of Minneapolis. He joined Na- 


Arthur Temple Wilbert Johnson 


tional Homes in 1949. When National 
merged a number of prefabricators 
in 1959, Johnson became coordinator 
of the newly-acquired plants. 

Location of Southern Pine’s house 
manufacturing plant is yet to be an- 
nounced, but it will be in Central East 
Texas. 

Southern Pine Lumber Co. is a 67- 
year-old forest products manufactur- 
er, which has recently added compa- 
nies for the manufacture of finished 
furniture, laminated structures, bev- 
erage cases and a host of other 
products. The firm has 38 retail lum- 
beryards throughout Texas. 

President Arthur Temple is presi- 
dent of the Lumbermen’s Associa- 
tion of Texas. In addition to being 
president of Southern Pine Lumber 
and Temple Manufacturing Co., he 
heads up other firms, including Tem- 
ple Associates General Contractors 
and Diboll Development Co. 





Says Unlicensed Truckers Are 
Serious Threat To Dealers 


Des Moines, lowa—Lumber deal- 
ers who buy from unlicensed truckers 
or appear at hearings at which truck- 
ers seek licenses are helping create a 
future competitor for themselves. 

This warning was sounded by Jos- 
eph L. McKlveen, head of J. H. 
McKlveen & Co., Prairie City, Iowa 
at the recent Iowa Retail Lumber- 
men’s convention. 

“Indiscriminate trucking of lumber, 
fencing and poles by unlicensed truck- 
ers is a menace to orderly distribu- 
tion,” declared lumber dealer Mc- 
KlIveen. He urged dealers to use estab- 
lished truck lines with regulated routes 
and rates; contract haulers such as 
used by gypsum, steel and asphalt 
producers and wholesale truckers, 
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who operate over specified routes. 

McKlveen pointed out that at first 
these unlicensed truckers may try to 
sell materials to dealers, then try to 
sell contractors, farmers or anyone 
else. Eventually, he emphasized, many 
of the items handled by truckers, will 
by-pass the lumberyard and go direct 
to the consumer. 

Since the Interstate Commerce 
Commission is a regulatory and rate- 
making body, not an enforcement 
agency, McK Iveen urged dealers to get 
the illegal truckers’ name and license 
number, note the date and type of 
material delivered and to whom and 
send this information to the North- 
western Lumbermen’s Association for 
transmittal to the ICC. 
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Distributors Advised To 
Get Into Components Soon 


Pointed questions aimed at aluminum producers at National 
Building Material Distributors Association session in Hot Springs 
this month. 


Components and aluminum prod- 
ucts are here to stay, but the nation’s 
distributors are not too happy about the 
Situation. 

This was the feeling which prevailed 
during the 8th annual spring conven- 
tion of the National Building Material 
Distributors at Hot Springs, Ark. last 
week. 

Most frequent question asked about 
components was not if they should be 
made by a distributor, but “how much 
time have we got left to get started?” 
Distributors’ concern over making 
components for customers was largely 
that of raising enough capital and 
entering a brand-new field. Many felt 
it did not pose insuperable difficulties. 

During the question periods, jobber 
queries were mainly on shifting distri- 
bution policies of some aluminum man- 
ufacturers. The growing popularity of 
aluminum was acknowledged. 

Platform speeches suggested that 
many of aluminum distribution woes 
could be traced to the current transi- 
tion from strictly specialty products to 
commodity items. 

Moderated by Gordon J. Lawler, 
editor, American Lumberman and 
Building Products Merchandiser, the 
session On components presented man- 
ufacturer, jobber and dealer points of 
view. The theme was on the distribu- 
tors’ role in components. 

“Jobbers,” Lawler said, “have a rare 
opportunity to service small and medi- 
um-sized retailers with components. 
Further, I believe this opportunity ex- 
ists today. The dealer must offer the 
latest in home building. Unless the 
wholesaler enters the picture, the re- 
tailer must look elsewhere.” 

The manufacturer. J. Vaux Wil- 
son, Jr., vice-president for sales, Hom- 
asote Co., said that the home building 
industry would experience no more 
than 1.1 million starts yearly unless 
costs of homes were reduced. 

Wilson reported that he felt com- 
ponents were the only aswer. “On a 
$10,000 home we can prove to a con- 
tractor that he saves 17 days of field 
erection time, 225 hours of labor and 
that his general overhead is reduced 
materially.” 

Jobbers should make components 
for customers, advised the Homasote 
executive. “Nothing is going to stop 
the trend to components. If you don’t 
get into fabrication, who will be your 
customers in the years to come?” 

Wholesaler. Don Knecht, general 
manager, Building Material Distribu- 
tors, Rapid City, $.D., who now manu- 
factures Lu-Re-Co components for 
dealers, commented: 

“They say five years from now 50% 
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of our housing will be prefabs. Right 
now we distributors are on the outside 
looking in on this trend.” 

Knecht urged all distributors to im- 
mediately study components and begin 
plans to raise capital and assemble the 
necessary staff for servicing retailers 
with the latest components. The 
Knecht operation will be fully de- 
scribed in the June 6th issue of this 
magazine. 

Knecht said the basic principles for 
a jobber component operation were 
well established. 

“You must plan and take each step 
in turn, but it’s not too difficult,” 
Knecht said. “We find dealers extreme- 
ly receptive, in fact 95% of the retail- 
ers attending our sales meeting on 
Lu-Re-Co have signed up for the pro- 
gram.” 

The dealer. Sam B. Slaughter, Jr., 
New Richmond Construction Co., New 
Richmond, Wis., explained the growth 
of the Lumber Dealers Research Coun- 
cil of which he is a vice-president. 

“We now have 2,200 members in 
LDRC,” Slaughter said, “and our 
members are growing each month. 
There is no question that components 
are on their way to success. 

“We have two types of memberships 
—manufacturing distributors and man- 
ufacturing dealers. I see a great future 


“A LETTER TO MOSCOW"—A new 28- 
minute color film portrays the strength 
of the American economic system of free 
enterprise and answers challenges voiced 
by Soviet Premier Khrushchev during his 
visit to the U.S. in 1959. An image of the 
premier appears in the background as 
Arthur Gilmore (above) narrates in a 
scene from the film. Prints for showings 
of the 16mm film sponsored by Arm- 
strong Cork Co. of Lancaster, Penna. as 
part of its 100th anniversary are avail- 
able without charge. 





for the jobber producing both Lu-Re- 
Co and other components. He has 
many strategic advantages and he is 
safeguarding his business future.” 
Slaughter revealed that New Rich- 
mond Construction is now beginning to 
wholesale components to some 3,000 
lumber dealers in the midwest through 
lineyards and the Reserve Supply, St. 
Paul, Minn. N.R. began as an affiliate 
of the Central Lumber Co., but is now 
an entirely separate organization. 
“Who's carrying the ball,” was the 
theme of the session on aluminum 
products. Moderated by J. Hays Win- 
satt, Winsatt Bros. Inc., Louisville, 





rast 


Push New Products In Home Design Class 


Wausau, Wis.—Adopted 10 years 
ago at the request of lumber yard 
managers, the Vocational and Adult 
School has offered a course in resi- 
dential design, which also gives stu- 
dents a working knowledge of new 
products. 

Students are also taught architec- 
tural drafting, estimating, bookkeep- 
ing, merchandising and carpentry. 
Since the cost is low, other communi- 


ties might adopt similar courses for 
their high schools, perhaps in the 
evening. 


Complete information may be se- 
cured from Larry Hoyt, director of 
the Wausau Vocational and Adult 
School, Wausau, Wis. 


John M. Coates, president of Mason- 
ite Corp., is talking with star pupil 
Judy Linder in the picture above. 
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Ky. jobber, the sessions were unevent- 
ful until the speech-making ended and 
questions began from the floor. 

Winsatt reported that 25% of his 
firm’s volume was now aluminum 
items, largely roofing, siding and in- 
sulation. 

“There’s no question that the pub- 
lic is responding to heavy advertising 
by the aluminum industry,” Winsatt 
said. “How jobbers fit in is something 
else again.” 

Alcoa. Thomas J. Lannen, manager 
of residential sales, paid tribute to the 
specialty applicator in the remodeling 
field, but commented that new residen- 
tial was the prime goal for his firm. 

“We want our aluminum products to 
become accepted commodity items in 
a hurry. To do this, we are completely 
committed to established distribution 
channels of distributor and dealer. Our 
recently announced decision to mar- 
ket through five nationally-known es- 
tablished manufacturers illustrates this 
firm’s belief. We now have 25,000 re- 
tailers handling Alcoa siding, for ex- 
ample.” 

Kaiser. Arnold Sanders, sales manag- 
er, building products division, told the 
jobbers that Kaiser has now standard- 
ized aluminum roofing products from 
164 items two years ago to a basic 18 
products presently. 

“We believe 100% in package sell- 
ing—new homes, remodeling projects 
or farm structures,” Sanders said. “We 
especially believe in component con- 
struction and urge jobbers to look into 
it carefully. Aluminum will probably 
pring od a ergs says fens 3 
more. en on-site costs are reduced, ’ 
more; When on-site costs are reduced, | Cuts Operating Expenses. You'll save money on 


~~ ee benefits is easier paperwork with the speed and simplicity of ‘‘Thermo- 
O sell. i , : 
Quaker State Metals. H. Y. Smuck, Fax’’ Brand Copying Machines. Accounting procedures 


vice-president for sales, briefly de- : £ : : 
scribed how his smaller firm had man- are simplified. Accurate, itemized customer statements 
aged to prosper by adhering to a strict are made at the rate of 250 an hour. Price lists, installation 


wholesaler-only sales policy and by of- : ‘ : ; ‘ 
fering broad Hoes of ony et instructions and sketches are copied instantly without the 


PPh sae otha payne delay and expense of transcribing. In just 4 seconds these 
first details of a new survey on con- all-electric machines copy directly from an original—with 
sumer buying of building materials. F . 

“This uae arn? Porn mina the clean, dry copy on white, bond-weight paper or on any 


carrying the ball,” Benton said. This of 6 colors. To see all that perfectly dry copying can do, 
applies especially to aluminum where - 
advertising has now made the consum- call your local dealer. Or mail the coupon. 


er better informed than either the 


wholesaler or dealer.” 

Benton noted that on _ residential, T - on r@ Mi O i AX 
the consumer controlled brand selec- we 
tion largely on visible products. The BRAND 
concealed items still were often speci- COPYING MACHINES 
fied by the dealer or contractor cus- 
tomer. 

Record attendance. Nearly 600 reg- 
istered for the Hot Springs conven- 
tion, a new record. Nearly half of the 
guests were manufacturers on hand to 
mend fences, make contacts ag oh 
licit new accounts. Disappointing first 
quarter business for both jobbers and Mimnesora imine ano 
producers was reported. Optimism for Manvracrurine company 
the remainder 0 the year was fairly eee WHERE RESEARCH 1S THE KEY TO TOMORROW 
strong, based on eusy: seostgnge ae THE TERM “THERMO-FAX™ IS A REGISTERED 
and generally good overall business iki a tie ghia 
conditions. 


Minnesota Mining and Manufacturing Co. 
Dept. DCX-5230, St. Paul 6, Minnesota 


Please show me, at no obligation, how perfectly 
dry copying with ‘‘Thermo-Fax’’ Copying Ma- 


. My ”? 
“Machines that mean business chines can simplify paperwork at low cost. 
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How You Can Participate In 
Forest Products Week Program 


How to stage a one-week Forest 
Fair in your own showroom or ware- 
house will be detailed in our August 
15th issue. The promotion program 
suggested by A. L. will cover these 
phases: 

1. Dressing your store for the 
event. 

2. Rearranging your showroom 
items to create a forest products 
area. 

3. Rearranging your warehouse or 
shed to promote forest products. 


4. Tying contests in with forest 
products, remodeling and home build- 
ing. 

5. Arranging special events (pa- 
rades, mill and factory tours, forest 
fire fighting equipment demonstra- 
tions) and contacts with civic offi- 
cials, scout troops and other organi- 
zations. 

6. Showing advertising layouts, 
use of ADservice and copy for radio 
and newspapers. 

A complete timetable, September 





call Fare for 
WEST 


TARTER,. WEBSTER & JOHNSON 


ARE MANUFACTURERS AND DISTRIBUTORS OF 


Sugar and Ponderosa Pine 
Shop and Selects 

Sugar and Ponderosa Pine 
Boards 

Vv Douglas and White Fir 
Shop and Selects 

¥ Douglas and White Fir 
Dimension and Boards 

V incense Cedar Boards 

Redwood Commons and 
Selects 

v Ponderosa Pine and Fir 
Mouldings 


V Readymade Fence 
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TW&J sawmills manufacture lumber products 
from six Western Woods. To give the trade 
complete one-call service on all West Coast 
lumber products TW&J have buying offices 
in producing areas to handle the cut of 
additional major Pacific Coast sawmills. 


1960 is TW&J's 50th YEAR in the LUMBER BUSINESS 





through October, will outline these 
activities step-by-step. We will explain 
how the first national Forest Products 
Week, October 16-22, originated and 
review new products. A list of recent 
films on the subject will be provided. 
To help you obtain maximum sales 
from your open house audience dur- 
ing the week, we will discuss home 
and farm components and _ trusses. 
Included in the discussion will be: 
lumber, millwork, softwood plywood, 
hardwood plywood, paneling, hard- 
boards, particle boards, insulation 
board and tile, wood flooring, treated 
woods and wood fibre insulation. 


FHA Issues Specifications 
on Specialty Plywood Uses 


TACOMA, WasH.—The Douglas Fir 
Plywood Association announces the 
FHA has outlined detailed specifica- 
tions for the use of specialty-face soft- 
wood plywood in %” and 2” nomi- 
nal thickness used as combination 
sheathing-siding over studs 16” and 
24” on center. 

The specifications pertain only to 
panels of these two nominal thick- 
nesses in which any decorative cutting 
does not penetrate beyond the thick- 
ness of the face veneer. 

The way now is clear for builders 
to seek local acceptance for these 
products in homes with FHA-insured 
mortgages, advises DFPA. 

FHA also has set up minimum 
thicknesses for panels of both nomi- 
nal thicknesses and for core material 
of both panels, reports DFPA. DFPA 
grade-trademarks for this class of 
production will include the notation 
“specialty panel” and, where appli- 
cable, core thickness information. 


Home Improvement Show 
Transcript Available 


New YorKk—The complete tran- 
scripts of talks at the 1960 Home Im- 
provement Products Show has been 
published for sale at $25 each. 

The transcript contains more than 
200 pages, with talks by Fred C. 
Hecht, Sears, Roebuck & Co.; An- 
drew J. Watt, U. S. Gypsum Co.; Phil 
Creden, Edward Hines Lumber Co.; 
Herbert Richheimer, Richheimer, Inc., 
leading lumber dealers and others. 

A portfolio for home modernizers 
by Life magazine is included in the 
package, available from Home Im- 
provement Products Association, 280 
Madison Ave., New York 16, N. Y. 


Particleboard Meeting 


The first semi-annual meeting of 
the National Particleboard Associa- 
tion will be held at the Brown Palace 
hotel, Denver, June Ist and 2nd. 

Sixteen manufacturers are now 
members of the particleboard group. 


May 23, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


Circle No. 107 on Handy Cover Card> 





sumunn ve TWwentrinive gente 


HOM Er 


Fantured in thie insuts 











HOME's Summer Issue Has 
High Appeal To Women 


Cuicaco—High-profit package 
sales are the targets for the Summer 
edition of HOME Maintenance and 
Improvement. HOME is a consumer 
magazine published quarterly by A. L. 
and Building Products Merchandiser 
and distributed exclusively through re- 
tail lumber dealers as a sales promo- 
tional aid. 

To help dealers achieve more big- 
ticket package sales, the Summer is- 
sue and following editions will have a 
heavier concentration of package re- 
modeling articles. HOME will de-em- 
phasize minor do-it-yourself articles. 

Women are the driving force be- 
hind most remodeling and new con- 
struction in today’s market and begin- 
ning in the Summer issue a new 
editorial page is directed toward 
HOME’S women readers. The pur- 
pose is to instill confidence of women 
readers in the retail lumber dealer 
and encourage them to visit his store. 

The cover of the Summer issue is a 
four-color photo showing a complete 
attic job with a five-page followup in- 
side on this same job. The article takes 
the customer from planning through 
financing. 

Family-fun rooms are given heavy 
photo coverage in the six-page con- 
sumer guide. Again the accent is on 
finished rooms for maximum appeal 
to women readers. 

This section of HOME is planned 
for dealer use as a package selling 
tool, both in the showroom and cus- 
tomers’ homes. Previous planning 
guides featured kitchens, porches and 
patios. 

The three-page photo story on gar- 
ages is also aimed toward a package 
sale. Photos and story material suggest 
new and unusual uses for a garage. 

The Summer edition of HOME has 
four pages of house plans, all in color. 
The “Handyman” project for this 
issue is an easily-built food carrier- 
picnic table. Other articles feature an 
added room wing, kitchens and out- 
door home lighting. 


New Use for Grossman Panels 


BostoN—Three  panelized field 
headquarters buildings have been 
furnished by New England’s largest 
lumber dealer for use during the con- 
struction of a 1,457-car garage be- 
neath Boston Common. 

L. Grossman Sons, Inc., headquar- 
ters in Quincy, furnished the compon- 
ents for the New England style build- 
ings, which were erected in less than 
four hours. The smallest building is 
24’ x 72’; the other two are 20’ x 
96’. 

Designed in 8’ x 24’ panels, the 
wall sections were dropped into posi- 


tion by mobile crane, as were the in- 
terior partitions and the 8’ x 24’ roof 
sections. The three buildings will be 
moved to a new job site when the gar- 
age is finished in 18 months. 














See why it’s easier to sell 


McCLOSKEY 
HEIRLOOM 


for antiques, furniture, 
wall cabinets and paneling 


' Heirloom 


Ns Ont same reneged +A 


SEND FOR 
FREE SAMPLE 





Your choice of 4 popular sheens 


HEIRLOOM FLAT 


(dead flat (satin sheen 


HEIRLOOM SEMI-GLOSS 
(dull gloss ) 


Here’s what you get with 


McCLOSKEY VARNISH CO. 


fr) Have a McCloskey salesman call on 
L_] me at once L 





Nome. 


HEIRLOOM EGGSHELL 


HEIRLOOM CRYSTAL CLEAR 


high gloss) 


McCloskey Heirloom finishes— 


A top-quality product— its extra-pale, nonstaining, nonyellowing 
color enhances the beauty of natural wood. Flows on easily, 
gives that hand-rubbed look. Will not flash, spot or streak. A 
complete finish in itself—no primers needed. 


Point-of-sale aids—merchandising helps from McCloskey that 
really promote selling action for you! Booklets packed with 
information—ideal as handouts or mailing stuffers—counter 
displays that help you turn lookers into buyers! 


* Dept. 713, 7600 State Rd., Philadelphia 36, Pa 


——~ Send me a free sample of Heirloom ( 


(state sheen desired) 








Compony 


Address 
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‘GOLD MEDAL’ ; 


LUMBER 


Ponderosa Pine CD ISS 


Sugar Pine 444 \\> 


S 


White Fir 
Incense Cedar 


Yes Sir! Other dealers know 
from experience the fine qual- 
ity, the satisfaction-giving 
vaiuve of Pickering ‘‘Gold 
Medal” lumber. 


You, too, will like Pickering 
“Gold Medal” . . . its wonder- 
ful soft-texture, easy-sawing 
and nailing qualities, its good 
manufacture, scientific kiln dry- 
ing, and dependable grades. 


Don't be satisfied with less than 
Pickering ‘Gold Medal” satis- 
faction. 


Why nof put Pickering 
“Gold Medal"’ to the 
fest on your next re- 
quirements? 


PICKERING 


Lumber Corporation 
STANDARD, CALIFORNIA 
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Advise Dealers To Adopt Credit Charge 


Des Moines, lowa—Modernizing 
credit and collection procedures can 
improve the lumber dealer’s profits 
and complete the return on his invest- 
ment, according to two midwest retail 
lumber executives. 

James E. Kammith, vice-president 
and general manager of Joyce Lum- 
ber Company, Omaha, and John W. 
Porter, secretary and assistant general 
manager of Hawkeye Lumber Com- 
pany, Oskaloosa, Iowa outlined their 
ideas on “The Role of the Service 
Charge in the Credit and Collection 
Picture” at the recent Iowa Retail 
Lumbermen’s convention. 

The squeeze is on retail lumber 
profits, the speakers agreed. Since it 
costs dealers more money today to 
borrow, we should charge rent on 
our money when customers use it be- 
yond the normal credit periods, they 
contended. 

All advantages dealers formerly 
held in the credit area are gone, 
Kammith and Porter said. In the 
complete credit program today a 
service charge should be used, they 
maintained. 

Procedure. As practiced by the 
Joyce company, an open account 
where payment is due on the 10th of 
the month following delivery of ma- 


terials is given an additional 30 days 
to pay. After that time a charge of 
1¢ for each dollar of credit, or 1% 
is added each month on overdue bal- 
ances at a minimum of 25¢ a month. 

It was emphasized that customers 
should have plenty of warning before 
the practice is put into effect. This 
can be done through newspaper ads, 
office posters, letters or statement en- 
closures. On new business the method 
can be explained at time of sale. 

Advantages. Kammith and Porter 
claimed that money collected pays in- 
terest on money borrowed while 
awaiting payment and covers postage 
in handling stubborn accounts. A 
lumber yard doing $100,000 in busi- 
ness a year can expect to collect more 
than $300 annually in service charges, 
they said. 

No loss. Although care must siill 
be exercised in granting credit, the 
two speakers warned that while this 
procedure will not solve the problem 
of bad risks, it has been trouble-free 
for those already using it. Customers 
are familiar with the procedure be- 
cause other industries use it, and, 
Kammith added, the competition 
doesn’t gain either. The only custom- 
ers dealers are likely to lose are those 
not wanted anyway. 





Hardwood Plywood Standard 
Ready for U. S. Approval 


ARLINGTON, VA.—A revised com- 
mercial standard fir hardwood ply- 
wood (CS35) has been presented to 
the U. S. Department of Commerce, 
Commodity Standards Division, ac- 
cording to Oscar Witt, chairman of 
the Hardwood Plywood _Institute’s 
technical committee. 

Witt said the Standard would estab- 
lish a basis of common understanding 
for all manufacturers of hardwood 
plywood and should facilitate the pro- 
curement and use of the product. 

Architects, builders, engineers, con- 
tractors, furniture manufacturers and 
industrial users will be able to specify 
their needs from nationally-recognized 
types and grades. Witt said the new 
Standard should result in a better un- 
derstanding between buyer and seller. 


Home Improvement Manual 
Has Many Helpful Hints 


New York City—The operating 
success secrets of outstanding building 
materials dealers and contractors in 
the home improvement field are of- 
fered by the Home Improvement 
Council in a volume, “How To Oper- 
ate A Profitable Modernizing Busi- 
ness.” 

The manual, which is now being 


published, includes such topics as 
how to make a profit on every job; 
proper financing, customer relations 
and management techniques. The 
loose-leaf manual has room for sup- 
plemental material. 

Price to HIC members is $10; non- 
member price is $25. Orders should 
be addressed to the Home Improve- 
ment Council, 87 Madison Avenue, 
Room 1107, New York 16, N. Y. 


MAY IS WELDWOOD MONTH, so sales 
manager Clifford G. Mackie (right, 
above) of Homestead Lumber Co., Stam- 
ford, Conn., checks stocks of the pre- 
finished wall paneling. More than 1,600 
dealers ordered extra Weldwood stocks 
this month to tie-in with national sales 
campaign by U. S. Plywood Corp. 
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For your western 


lumber needs contact 
these PFI offices 
City, Me. 
Bryant Bidg. 
9 ee Deer Park, Wash. 
Deer Park Ind., inc. 


Chicago, tt 


BRADLEY-SOUTHERN DIVISION Stage ahem 


WARREN, ARKANSAS tnaret Oihces 


| elo) Om Rel ace) it- tied a! 





In Lumber 








hes 


construction business around? 


Want factual leads on new oO 6 elie bh. R. L. Peterson 


. ‘ , SE * Richard L. Peterson has been 
jobs Rae | i time ‘ = named to the newly-created position 
a ZZ of advertising and sales promotion 
ai manager of DeVac, Inc., Minneap- 

olis, Minn. 


more orders? Like to be able * Oren G. Sherman, Jr., has been 


appointed manager of product de- 
velopment for Masonite Corpora- 
tion, Chicago. 


to pick Your most profitable * Uvalde Rock Asphalt Co., San An- 


tonio, Tex., announces the promo- 
tions of William K. Clark and Pal- 
mer E. Cain to vice-presidents of the 
Azrock Floor Products Div. 


* Jerome Kaufman has been ap- 
pointed controller of Lumber Indus- 
tries, Inc. of Brooklyn, N. Y. 


You need dai ly ¥3 So * Libbey-Owens-Ford Glass Co., To- 


ledo, Ohio, announces its directors 
have reelected George P. MacNichol, 
Jr., as president and named him chief 
executive officer, succeeding John D. 
Dodge Re ports I! Biggers, who announced his retire- 

ment as chairman. Curtis W. Davis 


if you do business anywhere was elected executive vice-president. 


Dodge 


F.w. DODGE 


* Long-Bell Div. of International Pa- 
in the 37 Eastern states — per Co., Longview, Wash., announces 


that Clifford E. Hadley, manager of 

its western sales, will retire May 31 
SEND FOR after more than 37 years of Long- 
THIS FREE Bell service. 


CORPORATION BOOKLET * Joseph G. Roy, 2nd, and his broth- 
er, Fred L. Roy, Jr., have been elected 


Reports president and vice-president, respec- 

HELP tively, of the J. G. Roy Lbr. Co. of 

BUILDING SUPPLY DEALERS Chicopee, Mass. Both are nephews of 

GET MORE BUSINESS Edmund A. Roy, who has retired aft- 

er serving the company as president 
for the past 36 years. 


¢ J. Alex McMillian of the John C. 
Shepherd Lbr. Corp. of Charlotte, 
N. C., was elected president of the 
National-American Wholesale Lum- 
ber Association at the group’s recent 
68th annual meeting. Other newly 
elected officers are: Mace Tobin, 
Westwood Lbr. Sales, Eugene, Ore., 
Ist vice-president; L. J. Fitzpatrick, 
J. J. Fitzpatrick Lbr. Co., Madison, 
Wis., 2nd vice-president; William H. 
Seibert, Tionesta Lbr. Co., Pittsburgh, 
Penna., treas.; J. J. Mulrooney, New 
York City, executive vice-president; 
and George E. Haring, New York 
City, secretary. 


F. W. Dodge Corporation, Construction News Division 

119 West 40th Street, New York 18, N. Y., Dept. AL-50 

Send me the booklet “How Material and Equipment Firms Get 
More Business in New Construction” and let me see some typical 
Dodge Reports for my area. I am interested in the general merkets 
checked below. 


C) General Building (J House Construction 
(C) Engineering Projects (Heavy Construction) 
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Trinity White Portland Cement 


A PRODUCT OF GENERAL PORTLAND CEMENT COMPANY 


PORTLAND CEMENT : 


pit, (hat 
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CHICAGQ + CHATTANOOGA 
DALLAS + FORT WQRTH 
HOUSTON - FREDONIA, KANSAS 
JACKSON, MICHIGAN, + TAMPA 
MIAMI + LOS ANGELES 
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ulside, Village 


SUBDIVISION 


Ss. H. BOLINGER AND CoO. LTD 


Owners 


cD SUPPLY CoO., INC 


Excluswe > 
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LAKESHORE DRIVE 


PROMOTIONAL LITERATURE for subdivision includes detailed 
map, above, giving lot number, contour lines, size of lot, street 
locations and other vital information. It is made available to 
builders and home prospects and has proved an effective sales 
tool. 


Dealer Sales Control 
See Page 5 
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Dealer Calls the Signals 
On Land Development Plays 


Builders in Shreveport, La. find it profitable to play according to Harry V. 
Balcom's rules. He ties land and materials to preferred builders and every- 


body makes money. 


SHREVEPORT, La. 

HEN DEALER Harry V. Bal- 

com “calls the signals” for his 

team of builders, they rarely muff the 
ball. 

That’s because every builder under- 
stands the signals and plays according 
to the rules. Otherwise, he may be 
promptly benched or never get into 
the game. 

The playing field is a 27-acre resi- 
dential site acquired two years ago by 
Bolinger Lumber & Supply Co. head- 
ed by Balcom. In Harry’s own words, 
here’s how he picked his team and 
how they play together. 

“We called a group meeting of 
builders just prior to the big opening 
push. We told them about the promo- 
tional aids we had prepared for the 
whole area and for them specifically— 
good protective covenants, nice sites, 
well drained. 

“We agreed to divide prospects 
equitably among the builders who co- 
operated. We offered no written 
agreements or contracts. But we did 
point out frankly that we’re in the 
building material business and we ex- 
pect to sell our materials for the 
houses in this area. 

“And if we help promote and fi- 
nance prospects into your hands and 
if you stumble around out there and 
treat them badly, we're not going to 
continue to promote you. 

“If you frankly don’t like these sig- 
nals,” added team-maker Balcom, 
“you can get up and go home. But 
those are the signals, just as straight 
off the shoulder as we know how to 
make them.” 

Builders understandabiy “caught” 
Harry’s signals -to the extent that a 


dozen of them have already built 45 
homes ranging from $20,000 to $38,- 
000. About 75% of the homes were 
custom built, the rest on speculation. 
Builders pay their materials bills every 
30 days. 

No lots are sold to individual home 
prospects, only to cooperating build- 
ers, who may be selected by the even- 
tual homeowner or by Balcom or a 
member of his team. 

Buttons tell story. Once a prospec- 
tive homeowner has picked a likely 
site and his builder, a yellow button is 


placed on the specific numbered lot 
on the subdivision map in the Bolin- 
ger Lumber & Supply Co. office. This 
button signifies that this lot is out of 
commerce for a 10-day option period. 
During this period the builder and 
customer decide whether they can 
get together for a deal. No money is 
passed. 

Meantime, both builders and Bolin- 
ger employes who have ready access 
to the wall map, note the yellow but- 
ton—no action on this lot for 10 days. 
At the end of 10 days, if builder and 

(Continued on next page) 
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NEWSPAPER ADVERTISING, both display and classified, is used to promote builders. 
Dealer Balcom places classified ads to help builders sell finished homes. Public rela- 
tions firm handles promotion for Bolinger Lumber & Supply Co. 
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FAVORABLE LOT 
SITE led this home- 
owner to build a 
more expensive 
house right beside 
a moderately- 
priced home. 
Blending values— 
different priced 
homes in the same 
subdivision — = is 
recommended by 
FHA and building 
materials dealer 
Harry V. Balcom. 








Good Sales Hints 


Keeping your lots free of ref- 
use and debris as you go along 
will help create a good impres- 
sion, advises dealer Harry V. 
Balcom. 

“Be sure that builders are not 
allowed to dump and move their 
debris from lot to lot as they 
build up and down the streets. 
That becomes the most unsightly 
mess you've ever seen. 

“Clean lots are a lot more in- 
viting to walk on and look at 
than those piled with junk, cans 
of paint, broken glass and scraps 
of wood. Keep the lot sticks well- 
painted, in order and out of the 
ground for easy identification so 
motorists driving through can 
easily catch the lot number and 
call for the deal on a specific 
lot.” 

Picking a good name for your 
subdivision is also important, 
feels Balcom. Hillside Village is 
an accurate description of the 
terrain, but Balcom is frank to 
admit that the name is not orig- 
inal. 

How large should a sign be to 
catch the attention of passing 
motorists? Here again, a little 
study was made before site signs 
were made and lettered. 











DEALER CALLS SIGNALS 


(begins on page 30) 





customer decide to make a deal, the 
yellow button is replaced by a red one. 
The builder then pays Bolinger Lumber 
& Supply Co. 10% of the price of the 
lot—option money, which takes the lot 
out of commerce for a maximum of 
90 days. 

The purpose of the 90-day period is 
to give the builder and his client time 
enough to arrange financing and other 
details involved. When the final pa- 
pers are signed and the deal is set, a 
green button replaces a red one on 
the map. 

But before the house is started or a 
single truckload of materials has been 
delivered, the builder pays the balance 
due on the lot. 

“At the time the builder is all set to 
go,” explains Balcom, “we will have 
our attorney draw the deed in favor 
of the owner. This saves the builders’ 
transfer and legal manipulations that 
would be required at the end of the 
job to transfer the site from the build- 
er’s name to the owner’s name. 


L O W E R-PRICED 
homes are found 
near the entrance 
of Hillside Village, 
a subdivision of 26 
acres and 70 lots 
developed by Bol- 
inger Lumber & 
Supply Co., 
Shreveport, La. 


“So if the owner wants and the 
builder permits—but only through the 
choice of the builder—we will actually 
deed the lot to the owner at the time 
the house begins. The deal and the sig- 
nals are all set and we’ve never had 
anyone break the barrier.” 

Planning and pricing. Balcom con- 
cedes that buying a few already de- 
veloped lots may be a good way to 
get started in land development, but 
buying acreage is really necessary to 
get in with both feet. Always try and 
second guess the direction in which 
your own is moving, he advises, to the 
extent of even losing a moderately 
priced-option if you happen to miss 
the direction of growth. 

In the Shreveport area, raw land 
sells for $1,500 to $2,000 an acre, 
rarely over $2,500. In selecting land 
for development, it is highly impor- 
tant, contends Balcom, to scout the 
area on foot, try and save the natural 
features, especially the trees, replant- 
ing healthy trees in place of those 
that have to go. On the basis of his 
experience, Balcom would avoid cul- 
de-sac and keystone-shaped lots. 

“Get enthusiastic, qualified engi- 
neering service and be alert to good 
planning helps including FHA assist- 
ance,” he adds. With the free aid of 
the FHA land planning staff, Balcom 
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saved 700 lineal feet of street pav- 
ing in the 27-acre development against 
a similar study by his own engineers. 

Bolinger okays every house plan be- 
fore building starts and FHA will not 
issue a commitment without their ap- 
proval, which is stamped on both plot 
plan and blueprints. 

“Price your lots for profit as you 
do your materials,” advises Balcom, 
who feels a 25% gross profit on lots 
is satisfactory. “Counsel with your lo- 
cal FHA and mortgage lending insti- 
tutions and tell them your plans and 
whether your project will be in the 
low, medium or upper investment 
class. Determine whether you want to 
go into something that will move out 
rapidly in the $15,000-$16,000 range 
or whether you want to go more slow- 
ly perhaps in the $24,000-$30,000 
range.” 

There is a good possibility, suggests 
Balcom, that once the lots are devel- 
oped, some will move faster than oth- 
ers. Terrain and location are impor- 
tant factors. Lots with severe slope 
problems aren’t as attractive in the 
Shreveport areas as those almost level 
or with a gentle roll. 

“In pricing your lots, be fair with 
yourself,” warns Balcom. “In all your 
raw land costs including street devel- 
opment and utilities, be careful in 
your costing analysis to give a fair 
share of the cost to each of your lots. 

“You're going to have a few tough 
ones that don’t move too fast—we’ve 
got 8 or 10 in this last development. 
We may have to reduce the prices 
of these and work closely with the 
builders in order to put a split level 
or a front-to-rear split on these sites. 

“Be conscious as you go along,” 
continued Balcom, “that you're creat- 
ing value from scratch. Some people 
will want to know whether your de- 
velopment is going to be a success 
before they move into it. They'll give 
you about a year to test you out and 
you don’t know it.” 

Promoting the subdivision. Work- 
ing with a professional public rela- 
tions firm, Bolinger Lumber & Supply 
Co. developed an attractive broadside 
describing their subdivision, “Hillside 
Village” and the advantages of “Lux- 
ury Lake Living” in this location. 

One important feature of the two- 
color promotion piece is a detailed 
map showing all 70 lots, each one 
numbered and showing contour lines 
and size and shape of the lot. The 
promotion piece points out that sites 
are available exclusively through 
Bolinger Lumber & Supply Co. and 
that construction will be handled by 
Shreveport’s most dependable builders. 

A set of protective covenants, re- 
produced elsewhere in this article, 
helps guarantee the buyer’s invest- 
ment. In addition to the broadside, 
an attractive sign inside the subdi- 
vision promotes each of the cooper- 
ating builders by giving his name and 
phone number. Signs bordering the 
area near the highway point out the 
advantages of membership in Hillside 
Lake Club as a resident of Hillside 


Village and again lists the lumber 
firm as exclusive sales agents. 

Occasional newspaper ads also em- 
phasize the advantages of Hillside 
Village and again lists the cooperating 
builders. Bolinger also helps promote 
builders by running classified ads on 
their finished homes and allows each 
builder $50 on an open house pro- 
motion, payable to the builder upon 
receipt of his bill. Each builder is 
provided with a price list and foot- 
age of each lot in the area. 

Big selling point. Free membership 
in the Hillside Village Lake Club is an 
unusual attraction to home buyers in 
Hillside Village. Balcom set aside a 
little over an acre in the area, bor- 
dering a 15,000 acre lake, as an out- 
door recreation center under the ex- 
clusive jurisdiction of Hiliside resi- 
dents. The area has a barbecue and 
picnic facilities and plenty of play 
area for children. 

This Hillside Village Lake Club is 
a separate corporation with a repre- 
sentative of Bolinger Lumber on the 
board of directors. 

Balcom believes in having homes of 
different price ranges in the area— 
blending the values, he calls it. 


“We try to put the better, bigger 
homes back into the area, so that the 
man with the smaller home doesn’t 
have to pass by the mansions. It is 
better to have the lower-priced homes 
near the entrance of the subdivision 
and the larger homes in the rear. 
However, we have had one or two 
instances where the site appealed tc 
people so much that they made a 
$35,000 investment right next to a 
$23,000 home.” 

“Never overlook the fact,” advises 
Balcom, “that a satisfied neighbor- 
hood contains many influential own- 
ers who have friends and relatives, 
who are willing to trade up. These 
friends tell them about your area and 
frequently prove to be excellent sales- 
men for you. We know this to be true 
because we have run into this situa- 
tion.” 

As an incentive to promote Bolin- 
ger’s land developments, top person- 
nel receive 50% of the profit, after 
deducting promotional expense. 

In addition to Hillside Village, Bo- 
linger Lumber & Supply Co. has over 
180 acres yet to be developed. 

(Turn page for details on protective 
covenants used at Hillside Village). 


SIGNS BORDERING SUBDIVISION tell the advantages of living in Hill- 
side Village. Signs inside and outside the subdivision promote Bolinger 
Lumber & Supply Co., Inc. as exclusive sales agents. 


. 
\ 


¥ 
wd 


SEE THESE BUILDERS 


FOR DETAILS. 


COOPERATING BUILDERS who are active in the subdivision are pro- 
moted by name and phone number on this attractive sign inside the 


subdivision. 
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HILLSIDE VILLAGE LAKE CLUB is controlled and used exclusively by residents of Bol- 


inger’s subdivision. Separate corporation was organized for this purpose. Regulations 
governing this area are specified in Protective Covenant. 


Protective Covenants Aim To 
Keep Property Values High 


What residents of Hillside Village can and cannot do are 
spelled out in detail in these regulations. 


Part A—PREAMBLE 


PURPOSE. On this date, June 27th, 
1958, the covenants contained here- 
in shall become effective for the 
above named subdivision. The own- 
ers propose that homes and entire 
subdivision be of distinct beauty and 
a high caliber, resulting from a study 
and use of each lot to take fullest 
advantage of the beautiful areas pro- 
vided. 

Present owner of this Subdivision 
is: S. H. Bolinger & Company, Ltd., 
824 Johnson Building, Shreveport, 
Caddo Parish, Louisiana. 

The legal description of the land 
in this Subdivision is as follows: 

The land shown and indicated in 
map and/or plat of Hillside Village 
Subdivision, filed and recorded in 
the office of the Clerk of Court and 
Ex-Officio Recorder of Deeds and 
Mortgages in and for Caddo Parish, 
Louisiana, in Book 800, at page 285, 
of the Conveyance Records of 
said office. 


PART B—AREA OF APPLICATIONS 
B-1 FULLY-PROTECTED RESIDEN- 


TIAL AREA. The residential area 
covenants in Part C in their entirety 
shall apply to Hillside Village Sub- 
division, except as concerns Plot 
“A's 


PART C—RESIDENTIAL AREA 


COVENANTS 


C-1 LAND USE AND BUILDING 


TYPE. No lot shall be used except 
for residential purposes, except 
plot A as shown. No building shall 
be erected, altered, placed or per- 
mitted to remain on any lot other 
than one detached single-family 
dweliing. Split level designs, where 
desirable, will be approved. No com- 
mercial enterprise of any nature 
shall be entered into by owners 
and/or occupants on property in this 
subdivision, except plot A as shown. 
DWELLING SIZE. The floor area 
of the main structures, exclusive of 
open porches, garages, car ports, 
or patios, shall be not less than 1,300 
square feet. 

BUILDING LOCATION. No build- 
ing shall be located on any lot near- 
er to the front or side street prop- 
erty line than the minimum set back 
provided on aforesaid recorded plat. 
No building shali be located nearer 
than five feet to an interior lot line. 
DIMENSION. No lot shall be re- 
subdivided into additional lot or 
lots except Plot “A”. 

FENCES. No fence shall be con- 
structed or allowed to remain nearer 
the street than any minimum build- 
ing set back line or lines. Any fenc- 


ing must be of attractive and dur- 
able materials. No barbed wire, 
field fencing (hog wire) poultry wire 
or similar types may be used. Service 
areas should be screened by attrac- 
tive fencing and/or planting. 

The provisions of this subdivision, 
namely, C-5 “Fences”, shall not 
apply to lot 71, which said lot is to 
be fenced in at and on the street 
and/or lot lines, in its entirety. 

Also, the provisions of this sub- 
division, namely, C-5 “Fences”, shall 
not apply to Plot “A”. 
EASEMENTS. Easements for in- 
stallation and maintenance of utili- 
ties and drainage facilities are re- 
served as shown on the aforesaid 
recorded plat. 

RECREATION AREA. A private 
recreation area designated as lot 
Seventy-One (71) is dedicated to 
the use of only the owners of this 
subdivision. The intent of this dedi- 
cated lot is for the launching of 
boats, picnic and playground facili- 
ties and general recreation that best 
serve the interest of all residences. All 
physical improvements shall be de- 
signed to prohibit and exclude the 
general public. Notice to private 
ownership shall be posted on the 
property. No commercial venture of 
any kind can be undertaken on this 
lot whatsoever. No individual and/ 
or community boathouse shall be 
constructed. No dwelling, clubhouse 
or any other type structure may be 
built on this lot except for weather 
and privacy shelters in conjunction 
with recreation facilities, and only 
then with the express written ap- 
proval of the Architectural Control 
Committee, hereinafter provided for. 
Construction of launching ramps 
for boats may be a part of the 
permanent improvements that may 
be made. The shoreline, once im- 
proved and completed by the devel- 
opers, shall not be altered by canals 
or ditches. Maintenance and care of 
shoreline shall be undertaken by 
residents of this subdivision. All 
jurisdiction not covered by these 
convenants shall be administered by 
Hillside Village Lake Club, Inc. 
NUISANCES. No noxious or of- 
fensive activity shall be carried on 
upon any residential lot, nor shall 
anything be done thereon which may 
be or may become annoyance or 
nuisance to the neighborhood. No 
trucks over % ton may be parked 
on street or lots overnight. 
TEMPORARY STRUCTURES. No 
structure of a temporary character, 
trailer, basement, tent, shack, ga- 
rage, barn or other outbuilding 
shall be used on any lot at any time 
as a residence, either temporarily or 
permanently except during period of 
active construction of the house. 


C-10 SIGNS. No sign of any kind shall 


be displayed to the public view on 
any lot except one professional sign 
of not more than one square foot; 
one sign of not more than five 


(Continued on page 36) 
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MARLITE RANDOM PLANK i. nes: in 


prefinished wall panels with the exclusive soilproof baked finish 


The beauty and warmth of Random Plank in these six new 
Trendwood® finishes make interiors more luxurious, more livable. 
The new Trendwood hues were developed especially for Marlite 
by the noted color experts, American Color Trends, to comple- 
ment any decor in any room. This tongued and grooved 4" thick 
paneling is 16" wide and 8' long. It goes up fast over furring strips 
ENGLISH OAK or existing walls; lowers in-place costs. Ready to use without 
painting or further protection, plastic-finished Random Plank 
resists stains, mars and dents. It wipes clean with a damp cloth; 
stays like new throughout the years. Get complete details on this 
beautiful “wear without care” paneling from your wholesaler, or 
write Marlite Division of Masonite Corporation, Dover, Ohio. 


Marlite 


plastic- finished paneling 


ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 


ITALIAN CHERRY 


SWISS WALNUT AMERICAN WALNUT 





WHAT MAKES A 


CALCULATOR 
ACCURATE? 


We're proud of the mechanical accuracy 
of the Friden fully automatic calculator. 
But neither it nor any other calculator can 
get a right answer from a wrong entry. 
The calculator that allows the smallest 
margin for operator error will actually 
prove to be the most accurate. 

The Friden SBT requires fewer manual 
keystrokes, fewer operator decisions than 
any other calculator on the market* In 
terms of day-to-day output, this makes it 
the most accurate calculator you can buy. 
For a no-obligation, ten-minute demon- 
stration of “The Thinking Machine of 
American Business,” call your Friden 
man or write: Friden, Inc., San Leandro, 
California. 

*This is PRACTIMATION: automation 
so hand-in-hand with practicality there can 
be no other word for it. © 1960 rai0en, me. 


= riden 


FRIDEN, INC., SALES, INSTRUCTION, SERVICE 
THROUGHOUT THE U.S. AND THE WORLD. 
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C-15 UNDERGROUND 





square feet advertising the property 
for sale or rent, or signs used by a 
builder to advertise the property 
during the construction and sales 
periods” 


C-11 OIL AND MINING OPERA- 


TIONS. No oil drilling, oil develop- 
ment operations, oil refining, quar- 
rying or mining operations of any 
kind shall be permitted upon or in 
any lot, nor shall oil wells, gas wells, 
tanks, tunnels, mineral excavations 
or shafts be permitted upon or in 
any lot. No derricks or other struc- 
ture designed for use in boring for 
oil or natural gas shall be erected, 
maintained or permitted upon any 
iot. 


C-12 LIVESTOCK AND POULTRY. 


No animals, livestock or poultry of 
any kind, shall be raised, bred, or 
kept on any lot, except that dogs, 
cats or other household pets may 
be kept provided they are not kept, 
bred or maintained for commercial 
purposes. 


C-13 GARBAGE AND REFUSE DIS- 


POSAL. No lot shall be used or 
maintained as a dumping ground for 
rubbish. Trash, garbage, or other 
waste shall not be kept except in 
sanitary containers. All incinerators 
or other equipment for the storage 
or disposal of such material shall 
be kept in a clean and sanitary 
condition. 


C-14 WATER SUPPLY. No individual 


water-supply system shall be per- 
mitted on any lot unless such sys- 
tem as installed shall be obtained 
equipped in accordance with the re- 
quirements, standards, and recom- 
mendations of Caddo-Shreveport 
Health Unit. Approval of such sys- 
tem as installed shall be obtained 
from such authority. 

SHELTER. 
Underground shelters if desired may 
be provided so long as they are not 
constructed closer than five feet to 
any adjacent lot. 


PART D—ARCHITECTURAL 
CONTROL 


MEMBERSHIP. The owners of this 
Subdivision shall name a commit- 
tee consisting of: 

1. Mr. Harry V. Balcom 

2. Mr. Edwin W. Summers 

3. Mr. Wallace B. Bolinger 

A majority of the committee may 
designate a representative to act for 
it. In the event of death or resigna- 
tion of any member of the com- 
mittee, the remaining members shall 
have full authority to designate a 
successor. Neither the members of 
the committee, nor its designated 
representative shall be entitled to any 
compensation for services performed 
pursuant to this covenant. At any 
time, the then record owners of a 
majority of the lots shall have the 
power through a duly recorded in- 
strument to change the member- 
ship committee or to withdraw 
from the committee or to it any of 
its powers and duties. 


D-2 ARCHITECTURAL CONTROL. 


No building shall be erected, placed 
or altered on any lot until the con- 
struction plans and _ specifications 
and a plan showing the location of 
the structure have been approved 
by the architectural control com- 
mittee as to quality of workman- 
ship and materials, harmony of ex- 
ternal design with existing struc- 
tures and as to location with respect 
to topography and finish grade 
elevation. 

PROCEDURE. The committee’s ap- 
proval or disapproval as required in 
these covenants shall be in writing. 
In the event the committee, or its 
designated representatives fail to ap- 
prove or disapprove within 30 days 
after plans and specifications have 
been submitted to it, or in any 
event, if no suit to enjoin the con- 
struction has been commenced prior 
to the completion thereof, approval 
will not be required and their re- 
lated covenants shall be deemed to 
have been fully complied with. 

A. No prefabricated homes may be 
built or erected on these building 
sites. 

B. Homes shall be predominately 
constructed of brick or natural 
stone, solid or veneer type construc- 
tion, in good taste and limited in 
percentage of wood surface to 25% 
of exterior surfaces. Moderately 
greater amounts must be approved 
by the architectural control com- 
mittee. 

C. Driveways shall be surfaced 
with concrete or brick laid in mor- 
tar. 

RELOCATION OF BUILDINGS. 
Construction of new buildings only 
shall be permitted, it being the 
intent of this covenant to prohibit 
the moving of any existing building 
on to a lot and remodeling or con- 
verting same into a dwelling unit in 
this subdivision. 


PART E—GENERAL PROVISIONS 


E-1 TERM: These covenants are to run 


with the land shall be binding on 
all parties and all persons claiming 
under them for a period of 25 years 
from the date these covenants are 
recorded, after which time said cove- 
nants shall be automatically ex- 
tended for successive periods of 10 
years unless an instrument signed 
by a majority of the then owners of 
the lots has been recorded, agreeing 
to change said covenants in whole 
or in part. 

ENFORCEMENT. Enforcement 
shall be by proceeding at law or in 
equity against any person or per- 
sons violating or attempting to vio- 
late any covenant either to restrain 
violation or to recover damages. 


E-3 SEVERABILITY. Invalidation of 


any or more of these covenants by 
judgment of court shall not ad- 
versely affect the balance of said 
covenants, which shall remain in 
full force and effect. 
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TRUSCON’S New Full Line of Aluminum 
HORIZONTAL SLIDING WINDOWS series 700 


...in types to meet every consumer demand! 


SINGLE SLIDE—one ventilator operates 

FIXED PICTURE WINDOWS 
SEE-BREEZE-~—slide ventilating picture window 
CENTER VENT PICTURE SLIDE WINDOW 
FOR CONCRETE BLOCK CONSTRUCTION 


No other manufacturer supplies all these types to 
meet every consumer demand. Available in standard 
types and “Pacific Coast” types. Majority of types 
and sizes are stocked, completely glazed, for prompt 
shipment from warehouse. 

Manufactured to meet AWMA specifications; 
FHA and VA requirements. Full perimeter weather- 
stripped. Stainless steel vent slide channel assures 
smooth, easy operation. Interlock at meeting rail 
assures weather-tightness, easy operation. 


Call your Truscon representative and get the 
facts direct. Or, send coupon below. 


REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION DEPT. C-9635 
1058 ALBERT STREET * YOUNGSTOWN 1, OHIO 
Please send more information on the Truscon Full Line 


R & D Wi Q L j € S T r E L of Aluminum Horizontal Sliding Windows, Series 700. 


I am particularly interested in the weiilaas Ne, 


TRUSCON DIVISION Fo xen a 
(mee) Youngstown 1, Ohio Sism 
NAMES YOU CAN BUILD ON Address 


City Zone State 
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3-ACRE SITE OF ROTTER HOME CENTER includes parking for 80 cars. Main “‘window" in center of store is actually two 8’ x 10’ 
sliding glass doors which remain open in summer. Floor plans and interior photos start on facing page. 


Four segregated shopping areas in this 


FUNCTIONAL 


HOME CENTER 


® Pickup hardware and building materials 
* Packaged home improvement service, including installation 
® Packaged custom homes 
Interior decoration and home specialties 
Lots and speculative homes in dealer's subdivision 


LOWER BURRELL, PENNA. 

F THERE ever was a store which 

deserves the accolade, “Department 
Store of Building,” it’s the new Rotter 
Home Center in suburban Pittsburgh. 

The building is split into four levels, 
on a sloping piece of ground. But the 
levels are more than physical—they 
actually separate four distinct types 
of selling; you could say that it con- 
tains four stores in one. Self-service 
and service is combined in a complete 
one-stop supermarket for all building 
needs. 

Spacious and spotless, the Home 
Center is George Rotter’s way to 
please the housewife and encourage 
family shopping. Here’s the way to 


38 


compete with price competition, Rot- 
ter believes. 

Humble beginning. Thirteen years 
ago Rotter launched his retail business 
in a 2-car garage, selling hardware, 
paint and plumbing. “We worked 
around the clock, open every day and 
night except Sunday for two years,” 
he recalled. He and one truck driver 
did everything. 

The business prospered. By 1952 he 
added lumber to his growing list of 
materials. He also started taking mod- 
ernization contracts. 

By 1956, larger quarters were 
needed. At the same time, Rotter saw 
that many lumberyards which sold 
builders were subjected to a heavy 


(A Designed for Dealer Sales Control of: 


profit squeeze by volume cash-and- 
carry firms and big dealers selling to 
mass builders. He also noted that 
most of the big cash-and-carry yards 
ignored the type of displays and serv- 
ice which would draw the better class 
of homeowner business. 

Rotter decided that the way to get 
out of price competition was to appeal 
to the housewife, take on every hard- 
ware and building product he could 
display, give complete package con- 
tracting for home improvement as 
well as custom new homes. 

It took two years to locate a suit- 
able suburban site in the midst of a 
growing home area. He invested $15,- 

(Continued on page 48) 
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PECORA, INC., manufacturers 
and exporters of products for 
building and plumbing industry. 


“Our @alional Accounting System 
saves us *7,600 a year... 


returns 109% annually on our investment!”’ —Pecera, inc. 


Philadelphia, Pa. 


“Since installing a National System, 
our business has gained considerable 
accounting efficiency. 

“First of all, our National System 
is extremely flexible. This flexibility 
permits us to use it for all phases of 
accounting— General Ledger; Ac- 
counts Receivable; and Accounts 
Payable. Thanks to its speed, we 
have eliminated former costly over- 
time, as well as reducing over-all 
time necessary for processing our 
records. Finally, our National Sys- 
tem is so simple to operate that only 


LAURANCE BOWEN, JR., 
EXECUTIVE VICE-PRES- 
IDENT of Pecora, Inc, 


nominal training is necessary. No 
special schooling is required. 

“Our National System has re- 
duced bookkeeping costs... in- 
creased over-all accounting efficiency 
... and most important of all—saves 
us $7600 a year, a return of 109% 
on our investment.” 


Pg Men 


Executive Vice-President 
of Pecora, Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES « 76 YEARS OF HELPING BUSINESS SAVE MONEY 


40 Circle No. 114 on Handy Cover Card 


THIS NATIONAL SYSTEM paid 
for itself in less than one year. 


Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through sav- 
ings, then continue to return a regular 
yearly profit. National’s world-wide 
service organization will protect tiis 
profit. Ask us about the National 
str is (See the 

ellow Pages of your phone 
book.) . 2% 
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THE Evanite BIG THREE... 


The Evanite Big Three offer your customers wide selection, 
quality and price advantages. These building panels offer 
you year-round sales potential with high-profit turnover. 


PLYWALL® PANELS come in the twelve most popular wood 
grains . . . at half the cost of fine wood paneling! Baked-on 
Poly-Clad finish protects against fading, mars and stains. 


EVANITE FIR PLYWOOD is DFPA grade-marked . . . your 


assurance of the finest quality interior and exterior plywood 
for unlimited building applications. 


EVANITE HARDBOARD is available in a variety of textures 
and comes completely prefinished in a handsome “Drift- 
wood” ivory tone. It’s easy to install, economically priced. 


SALES OFFICES: Chicago, Illinois e Tampa, Florida « Coos Bay, Oregon 
Anaheim, California e Syracuse, New York 


It pays to buy from your jobber 


EVANS PRODUCTS COMPANY 
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(Functional Home Center begins on p. 38) 
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1—MAIN FLOOR 
Hardware, Paint, Pickup Store 
Foyer and Checkout 


Dealer Rotter designed and built all fixtures for his hardware 
and paint section, pictured above. You step from self-service 
hardware store to self-service room, left, which displays rolled 
goods, plywood sheets, metal products, tool rental department. 
Sample aluminum railing channels self-service customers through 
cashier checkout. 

(photos continued on page 46) 


PICKUP BUSINESS is almost all for 
cash. Open accounts not available. 
If credit is desired, customers take 
out time payment applications. 


SELF-SERVICE metal products are 
plainly price-marked, identified 
for do-it-yourselfer. Bulky items 
are removed through overhead 
garage door to front parking lot, 
through enclosed porch display. 
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TAHITI—beige, tan, and soft pastel orange 
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ceilings as exciting as 
CENTENNIAL CUSHIONTONE 


a completely new series 
of Armstrong ceilings 


Fearne is celebrating its Centennial Year by 
introducing three graceful new ceilings combin- 
ing color, acoustical efficiency, and contemporary 
design. They are called Centennial Cushiontone. 
They open up a brand-new market for you. 

Their subtle colors and designs are in keeping 
with today’s decorating trends . . . they are keyed to 
catch the eye and the fancy of your most important 
prospect—the lady of the house. Centennial Cush- 
iontone gives you three new ceilings suitable for any 
room in her home but especially appropriate for 
those in which she alone makes the decorating de- 
cisions. 

Sales of decorator ceilings are ample evidence of 
increasing demand for color and design. Add the 
even more successful element of acoustical correc- 
tion, and an unusually compelling appeal is created. 


Centennial Cushiontone will center interest on 
ceilings in your showroom. Its addition to the Arm- 
strong line gives you a unique ability to attract and 
satisfy a broader range of consumer tastes than ever 
before. And consumer preference tests tell us that 
Centennial Cushiontene will be among the best 
sellers you've ever had. 

These will be among the most advertised ceilings 
you ve ever had, too. Starting on June 8, your pros- 
pects will see Centennial Cushiontone on every 
Armstrong Circle Theatre through August. And 
they'll see it in full color in six national magazines 
all during the fall remodeling season. 

Don't be without it. Centennial Cushiontone is a 
once in a blue moon ceiling. And at the suggested 
retail price of 26¢, it’s a once in a blue moon profit 
opportunity. 


‘Armstrong CEILINGS 


1860-1960 Beginning our second century of progress 
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AUTUMN LEAVES ~vellow, moss green, and beige 
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RHAPSODY -soft hues of purple, violet, and gray 
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2—LOWER LEVEL 
Self-Service Lumber, Materials 


Removable metal rods make bins easy to fill from lumber ing of hardwoods and mouldings was accomplished by mak- 
shed at rear of store. Handymen can drive cars next to self- ing left rear area of building two-stories high. 
service bins, haul lumber through wide doors. Vertical stack- 


\r | 3—THIRD LEVEL 
WALLPAPER and draperies to x 3 | Decorator Studio, 


match have proven to be valu- : 

able aid in selling to homeown- . ° 

er trade at Rotter’s. Decorative < Specialties 
items are accentuated by sam- & i ” gees 

ple display of wood paneling A ii wai g 

sold by firm. Roll floor cover- es ou ° 

ings are laid by Rotter’s crew aes Electrical 
or sub-contracted. ; 


SPECIALTIES include lighting 
fixtures, patio tile, railings, 
chimes. Display is next to Dec- 
orator Studio. Saleslady han- 
dles both departments. These 
items lead to big-ticket mod- 
ernization sales, dealer says. 





4—FOURTH LEVEL 


Home Improvement, Custom Home Planning 


(and meeting room for clubs) 


MODERNIZATION DEPT. will install complete PLANNING ROOM has sofa, easy chairs. Note $198 
bathroom, sub-contract all labor except carpentry. sliding glass door, which can be closed for privacy. Cof- 
Time financing arranged through local bank. fee table ($24) in den is dealer package. 


“+8e 
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Pat 


DEALER ROTTER and his home 
improvement manager pose in 
front of firm's decorator kitch- 
en, which is their second most 
popular package. Best selling 
package is game rooms. 


SUBURBAN CLUBS meet in big- 

ticket display area of Home 

Center. This service has been 

lone of best business-builders, rs - on . (Story Continues 
dealer says. & | = a i on page 48) 
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HOME CENTER 
(begins on page 38) 





000 in a three-acre plot and worked 
at night and on weekends to develop 
his dream of a complete one-stop 
Home Center. 

The handsome new structure, built 
entirely by him and his own crew, 
opened last November. It contains 
9,000 square feet of selling area and 
parking is available for 80 cars. It was 
built for $6 a square foot. “But that’s 
because our own people did every- 
thing from digging the footer to com- 
pleting the floors,” he explained. 


There’s no architectural or contractor 
profit in that figure. 

The business is too new to accurate- 
ly appraise results. But Rotter has 
noted that consumer business has 
jumped from 40% of overall sales be- 
fore the new location to more than 
60% of sales at present. 

Package sale to homeowners— 
big-ticket installations—has__ steadily 
increased. Most popular packages dur- 
ing the winter were game rooms, fol- 
lowed by kitchens. 

From indications so far, Rotter is 
convinced that the self-service end of 
the business builds store traffic, but 


the most profitable part will come 
from packaged remodeling and serv- 
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Novafold 


solid core plastic doors 


with 
ADVANCED MECHANICAL FEATURES 
in the low-medium price field 


You can pay 30% to 100% more—without 
getting any finer folding doors. Here is 
a combination of strength, mechanical 
excellence and fine appearance that is 
hard to beat at any price. 

The leaves are 4” wide—each having a 
solid core running the full height of the 
door. This means rigidity, even on wide 
spans, with good insulation and sound- 
deadening values. 

The 12-gauge vinyl plastic covering 
has a luxurious leather texture. It is 
mildewproof, rotproof, washable and 
replaceable. Color-matched valances with 
the same solid core and vinyl plastic 
covering are available. Novafold Doors 
are made in 21 stock sizes and in six 
attractive colors: Off-White, Chartreuse, 
Dark Green, Beige, Gray and Red. 

Self-lubricating nylon slides run 
silently on a steel overhead track. Each 
door folds into a 4%” stack. Only a 
screwdriver is needed for installation; 
no furring, trim or roughing. 

Also available... NOVAFOLD CUS- 
TOM DOORS-with pantographic mech- 
anism—for folding doors, flexible walls 
and room dividers...in sizes up to 16’ 
high by 25’ wide. 

Mail the coupon today for full infor- 
mation on this and other fine quality 
Nova Products. 





SALES 


‘Trenton 3, N. J. 


NOVA 


A wholly owned 
subsidiary of 
Homasote Company 


In Canada: Homasote of Canada, 
Ltd., 224 Merton St., Toronto 7, Ont. 


KTM | 
$s T 
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Send the literature and/or specification data checked: 


0 Novafold Doors 
O Nova Vista-Lux (Fiberglas ® -Reinforced) Panels 
0 Novaproofing (for waterproofing concrete and masonry) 


0 Nova Shakes and Shake-Panels 


. STATE... 





ices such as interior decorating and 
kitchen modernization. “Homeowners 
in this area want the job done for 
them, but they want to select their 
own materials,” he said. 

Remodeling, custom homes. Today, 
Rotter has nine employes. Two of 
these are managers—one for the re- 
tail store, another for the moderniza- 
tion services. 

Here’s the way the 
business is divided: 

1. Store sales. Includes paint, hard- 
ware, pickup lumber and building 
materials, metal specialties, lawn and 
garden supplies, etc. 

2. Modernization packages, sold 
with installation. A manager and two 
men are in this department. Balance 
of work is sub-contracted. 

3. Repair service. Dr. Fix-R-Uper 
works on hourly rate for jobs around 
the house, from leaking faucets to 
gutter service. The doctor has his own 
truck; dealer pays allowances. 

4. Custom home building. Carpen- 
ters are on Rotter’s payroll; all other 
labor sub-contracted. Complete home 
planning service, including plans. 

5. Small subdivision. Land control 
through “Rotter Village” consists of 
100 lots in a restricted area. Includes 
one or two speculative houses each 
year. Dealer leaves mass projects to 
others, concentrates on custom work. 

A part-time draftsman-artist handles 
blueprints as well as advertising art, 
store merchandising aids for the store. 

Promotion. Rotter invests about 
5% of sales for advertising. “We're in 
a new area and have many new prod- 
ucts and services, so we may even go 
— that figure this first year,” he 
said. 

He averages a half-page newspaper 
ad each week. “We are also on the 
air daily with a home decorating pro- 
gram and we send direct mail, in ad- 
dition to passing circulars house-to- 
house”, Rotter said. He believes that 
Green Stamps also help build store 
traffic. 

The package displays on the upper 
level are so arranged that more than 
50 people can be accommodated in 
the room for meetings. Rotter averages 
two group meetings a month, such as 
the Garden Club. The retailer provides 
free snacks. 

“These meetings and our door-to- 
door circulars are bringing the best 
results so far,” Rotter reports. Do-it- 
yourself clinics are next in line for 
special promotions. 

Rotter’s store manager came from 
the appliance industry, experienced in 
the whims of the consumer. “Men 
with lumber background are hard to 
find,” Rotter remarked. “Also, most 
lumber people won't sell creatively 
and they won’t maintain a store in the 
way that attracts housewives.” 

Credit. In any closely-knit, family 
retail business, the greatest strain in 
management often lies in administra- 
tive details. Invariably, this comes 
from time-consuming bookkeeping of 
credit accounts . . . the problem of 

(Continued on page 50) 
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It’s beautiful! 

Our Craftwall has such 
a rich, natural grain. 
We’d never get that with 
“bargain’’ paneling. 


“You'll roll up extra profits when you suggest 
“SCOTCH" BRAND Masking Tape with every paint sale.” 





SCOTCH IS A REGISTERED TRADEMARK OF THE 3™ CO. 


Mimnesora [fimine ano \ffamuractunine company 
... WHERE RESEARCH 1S THE KEY TO TOMORROW 





a 


. « eee 
eam —— ee ——_ 
usTit = = 
SY WOOD sf 


ENO | 
rt PRODUCTS Roddis CRAFTWALL 


U , : 
A PROFITABLE SIDE LINE FOR YO genuine wood paneling 


MANY TYPES FOR is “‘forever’’... 
SUBURBAN HOMES 
ESTATES - CLUBS Its beauty is guaranteed for the life of the home 


Gates To Match The difference in cost is only “pennies” a year! Craftwall 

t/ mY genuine wood paneling gives your customers—home owners 
WHITE CEDAR he his and builders quality that shows. Like the richness and 
SCREEN TYPE \o mp warmth of this Sherwood Oak installation, now being adver- 
ss tised in Better Homes and Gardens. 
Right — POST AND 33 apnea wee Craftwall has that special beauty that your customers want. 
RAIL— Hand Split— 2 me An authentic hand-rubbed glow that is protected from scuffs, 
2, 3, 4 or § Chestnut ; : : ; : apc? . : ‘ 
Rails. anal stains and dirt by an exclusive Roddis finish. Craftwall never 
needs waxing, cleans with a damp cloth. 
‘ oueg And Roddis guarantees, in writing, that Craftwall wood 
Note how q i ‘ paneling will stay beautiful as long as the home stands. 
pre a lode Send the coupon today for information on all 9 popular 


for easy r— : Craftwall woods, plus details on the Craftwall “profit story.” 
assembly. | 


7 or 8 ft. wih. fe q Dealers’ Craftwall Fact File on request 
sections ° 
Be 


—Toledo, Ohi . . 
Ww. Vectie teen ee Roddis Plywood Corp., Dept. AL-560, Marshfield, Wisconsin 


Bayard, Lewisburg PENTA PRESERVATIVE 4 * Please send me the Dealers’ Fact File on Craftwa 
VA.—Clinchburg, Damascus We can treat both posts and rails with 0 iS ; wood paneling 
« Name 








We can serve your truck this nationally known preservative. 
cee tn et tla 3 does 

= write ror WOOD PRODUCTS CO. wonderful things : 

CATALOG TOLEDO 12, OHIO : with wood 
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FREE 


TROWELS 
for 4 


YOUR MASONS 


AND BIGGER oe SALES FOR YOU 


EATILA iTAD 


i Jt 0 F Bd in & 3 he ae 


1012” LONDON TROWEL* 6” POINTING TROWEL* 


for every mason installing for every mason installing 
a Heatilator Fireplace unit. a Universal Damper. 


*Limit: one each per mason 
=o 


15 HYDRASPLIT MASONRY CUTTERS 
(each a $210 value) 


YOU CAN ALSO WIN 


A COMPLETE POLAROID 
LAND CAMERA KIT if one 
of your masons is a Grand 
Prize winner. 


HERE’S HOW: Every Heatilator Fireplace and Universal 
Damper shipped from the factory before Sept. 1st will have 


a mason entry blank attached. The mason completes the 
blank and returns it to the factory. He’ll win a free premium 
and have a chance at one of the big grand prizes . . . you’ll 
have a chance to win a complete Polaroid Land Camera Kit. 
Just make sure you keep a good stock of Heatilator 
Fireplace Units and Universal Dampers on hand. 


HEATILATOR’ FIREPLACE 


AMERICA’S LEADING FIREPLACE UNIT 


You’ll get faster, easier, more profitable sales with 

the genuine Heatilator Fireplace. It’s guaranteed 

for 20 years . . . smoke-free . . . and offers your > 
customers all these superior features: 


Scientifically designed for trouble-free operation. 
Circulates heat to every room corner. 
Exclusive Pressure-Seal Damper prevents loss 
of winter heat or summer air conditioning. 
Sturdy, one-piece firebox gives extra strength 
and durability. 
e For over 30 years, proved successful 

in homes and cabins everywhere. 

UNIVERSAL DAMPER — Specially 

designed for open-sided fireplaces. . . 20 YEAR 


combines smoke dome and damper ARANTEE 
in one compact unit. gu 


For further information, write: 


VEGA INDUSTRIES, INC. 3417 E. Brighton Ave., Syracuse 5, N.Y. 
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accounts receivable has probably 
caused more headaches for dealers 
than any other phase of retailing. 

George Rotter was determined to 
avoid this headache. But he knew that 
he must offer credit for big-ticket 
sales. He solved the problem by put- 
ting all credit purchases on a time- 
payment basis, with a local bank han- 
dling the accounts receivable. There 
are no open accounts at the Rotter 
Home Center. 

On special 90-day payment ac- 
counts, the building materials firm re- 
imburses all interest charges to the 
purchaser after the final payment is 
made to the bank. 

“This plan relieves us of bookkeep- 
ing and makes all sales cash,” Rotter 
explained. He figures that this is 
worth absorbing the bank’s interest 
charges on 90-day accounts. 

Other finance plans include 10% 
down with up to 24 months to pay; 
add-on accounts and FHA Title I 
home improvement loans. 

The credit program is merchandised 
with the slogan, “Rotter’s famous 
‘Choose Your Plan’ terms.” 

Free delivery is available only on 
orders above $10. As an incentive for 
self-delivery, a 10% cash-and-carry 
discount is offered. “It’s worth the 
10%,” Rotter said. 

At first, cash-and-carry prices were 
advertised for selected materials. This 
resulted in confusion when customers 
changed their minds, wanted delivery. 
Now a single retail price is main- 
tained on all merchandise, with the 
10% off for self-delivery and cash. 

Homey. The beauty of the split-lev- 
el design at Rotter’s is that the busy 
shoppers of self-service departments 
do not interfere with the more leisure- 
ly selection of big-ticket packages such 
as kitchens or bathrooms. 

You can relax in comfort in the 
planning den, for example. It’s quiet 
there, with a sofa. Go through the 
sliding glass door and you can ex- 
amine plan books and product displays 
without self-service customers in your 
way. You can discuss financing and 
other details of a modernization job 
without too much distraction. 

The homey atmosphere created by 
Rotter extends even farther. Walls are 
covered everywhere with wood pan- 
eling—35 varieties—adding warmth 
to the rooms. And the front foyer is 
furnished with chairs so that children 
can wait while parents shop. 

“We feel this type of atmosphere is 
a drawing card for families, com- 
pared to the shed-type cash-and-carry 
operation,” Rotter declared. 

Somewhat as a surprise to Rotter. 
the store is also popular with carpen- 
ters and other tradesmen. “I guess it’s 
because they are people, too,” Rotter 
reflected, smiling. “They seem to en- 
joy our conveniences just as much as 
the consumer trade.” 
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Track-Guided 
Giant Dolly 


Opa Locka, FLA. 


ASIER HANDLING of materials 
in or out of upper lumber bays at 
the 125’-long warehouse at Lehman 
Lumber Co.’s new branch results 
from the giant dolly pictured at right. 
The steel-constructed device, inven- 
tion of Harry Lehman, president of 
the building materials firm, can be 
pushed to the length of the building 
by one man. 

Built high enough to straddle addi- 
tional lumber stored down the center 
of the warehouse floor, workmen load 
or unload directly to and from the 
device on a level with the upper bays 


on both sides of the building. 

The device serves also as a mid-way 
stop in loading or unloading from 
trucks. Enough space is available on 
either side of the dolly so that drive-in 
shoppers to the yard can pass through 
the warehouse with their cars to pick 
up orders. 


Job Application Blank 

A four-page employment applica- 
tion form, developed especially for the 
retail lumber industry, is available 
from American Lumberman, 59 East 
Monroe Street, Chicago 3, IIl. 

Price is 12 copies for $1 and special 
prices for larger quantities. 
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SHINGLES © 


it appears beneath the bandstick of 
every cedar shingle bundle you stock. 


Specify Certigrade! 
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RED CEDAR SHINGLE BUREAU 


5510 White Building, Seattle 1, Washington 
550 Burrard Street, Vancouver 1, B. C. 
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© Some dealers are cutting back on customer services once 
offered free; others hide service costs in higher charges 
for materials. 
© But some dealers say you can't offer too many free serv- 
ices—they bring back old customers, pull in new ones. 


OW NECESSARY are free cus- 

tomer services? Are they just a 
costly millstone around a dealer’s neck 
or are they worth every cent—and 
more—they cost? 

These are some of the questions 
asked dealers by A. L. and Building 
Products Merchandiser reporters in 
a sampling of opinion on this subject. 
The answers ranged from one ex- 
treme to the other, but several dealers 
agreed on this point: 

Free services, like price-cutting is 
getting out of hand to the extent that 
a charge must be made for some 
services once given away. 

“We used to offer free cutting serv- 
ice, but we got wise,” explained pres- 
ident Jim Haire, N. C. Bennett Lum- 
ber Co., Minneapolis. “Now we 
charge $1.25 minimum and an hourly 
rate.” 

Otherwise, Haire admits, he does of- 
fer free estimates, consultations and 
drafting service, also free delivery on 
orders above $10. 

Several other dealers also said they 
are cutting back on free services. 
Henry Lee, Clay County Lumber 
Co., Liberty, Mo., doesn’t think free 
services, at least to the extent prac- 
ticed today, are necessary. 

“I’m cutting back all the time and 
I haven’t lost a customer,” he re- 
marked. About six months ago, he 
set up a series of cutting charges on 
plywood, which range up to an addi- 
tional 3¢ per square foot plus 10¢ per 
cut. This charge is designed to more 
than cover labor and wastage. Lee 
says he has had no serious com- 
plaints. 

“Most people accept the fact that 
service costs them and they are will- 
ing to pay when they get it,” he ex- 
plained. 

Except for rough cutting, Bargain 
Spot Lumber Co., Kansas City, is 
tightening up on free services, accord- 
ing to G. W. Harriman. One excep- 
tion is free advice. On Saturday, one 
of his men spends most of his time 
giving customer advice. 

“We used to cut everything to size 


52 


free of charge,” said Don Howell, re- 
tail sales manager, Kenney Lumber 
Co., Detroit, “but about a year ago 
we decided to discontinue this serv- 
ice. Now we have a 25¢ minimum 
charge with an overall charge based 
on a time or lineal basis, whichever 
is less.” 

Forced by competition. On the oth- 
er hand, Kenney Lumber continues 
to offer many free services including 
on-site help for a homeowner putting 
up a garage. Howell is one of many 
dealers, who complain of too much 
free service, but says he is forced into 
it by competition. 

Everett Lumber Co., Colorado 
Springs, Colo., is another firm that is 
gradually eliminating some of its free 
services to cut expenses. 

“Recently, we have removed our 

bench and table saws for customer 
use,” said manager Ross Wilbourn. 
“In addition, we have begun a 50¢ 
charge for ripping plywood and a 50¢ 
delivery charge for orders under $10 
for immediate delivery—free, if the 
customer can wait for an area deliv- 
ery.” 
Wilbourn tries to swing plywood 
customers, when possible, into buying 
short lengths, which are marked up 
to cover whatever cutting the cus- 
tomer may wish. 

Another Colorado Springs dealer, 
manager Kenneth Hinkle, Weller 
Lumber Co., tried to place a 50¢ de- 
livery charge on small orders about 
three years ago. Customers protested 
so loudly that the policy was given up 
within nine months. 

“We still feel we were right in these 
charges and are thinking of trying it 
again,” added Hinkle. “We feel that 
anything that costs money shouldn't 
be abused as a free service policy.” 

In Denver, the Hast Lumber Co. is 
swinging to service charges, either out- 
right or included in the price of 
material. Chuck Hast feels it will be 
difficult, but necessary, to eventu- 
ally charge for deliveries. 

“But we must face realities, he de- 
clares. “Trucks cost money and cou- 


pled with labor time make up an ex- 
pense that must be faced squarely.” 

Dealers have a wide variance of 
policy on delivery charges as indi- 
cated by the swing to a minimum 50¢ 
charge by Everett Lumber Co. men- 
tioned above. Frank Watson, vice- 
president, South City Lumber & Sup- 
ply Co., South San Francisco, began 
experimenting with a service charge 
schedule last November. For deliver- 
ies, he now has a minimum charge 
of 75¢ and as much as $2.50 for a 
$100 order or $2 per 1,000 board 
feet. He says homeowners haven't 
complained too much about this, but 
some of the big order customers have 
been vocal. Roy Harberg, president, 
Harberg Lumber Co., Papillion, Neb., 
offers free delivery on orders above 
$5, although this minimum is never 
mentioned in advertising. In Detroit, 
Kenney Lumber Co. will deliver free 
regardless of the size of the order, but 
the customer is warned that he may 
have to wait a few days. West End 
Lumber Co. in nearby River Rouge 
has the same policy. Park Lumber & 
Supply Co., Deer Park, Ohio, has a 
$1 minimum charge on deliveries un- 
der $10, but delivery is generally 
made on the same day as the order. 
In Seattle, Madison Lumber Co. ex- 
ercises $1 minimum charge unless the 
sale is above $25. Dealer Jim Haire 
in Minneapolis offers free delivery on 
orders above $10 and a 50¢ charge 
on smaller order. The Lumberteria, 
Inc., Cincinnati, charges $2 on orders 
under $20. 

Cutting charges. Cutting charges 
also vary greatly. Larry Campbell, 
manager, Glendale Lumber Co. in 
suburban Seattle, gives a single ply- 
wood cut free, but gets 25¢ for two or 
three cuts of 16” or better. Hyland 
Lumber Co., Sugar House, Utah, a 
Salt Lake City suburb, has a minimum 
cutting charge of 50¢. 

Customers at the Lumberteria, Inc., 
Cincinnati, get their first lumber cut 
free; afterward the charge is 5¢ per 
cut. Mar Fab, Inc., another Cincin- 
nati firm, charges 4¢ per lineal foot 
for plywood cutting. A charge is 
made on lumber only if waste is in- 
volved. Dealer Herman Davidson in 
Deer Park, Ohio, charges 20¢ for each 
cut of plywood. On other materials, 
there is a charge of 10¢ for straight 
cuts and 25¢ for ripping for each 
piece. 

Flexible policy. In explaining his 
firm’s service policy, A. B. Brooks, 
Jr., Brooks Lumber Co., Detroit, 
pointed out that his firm remains an 
“old fashioned” lumberyard, offering 
about any help the customer needs 
from on-the-job estimating to deliver- 
ies. He may even furnish tools and 
equipment free if the order is a real 
good one. 

“In this respect, we prefer to re- 
main flexible,” explained Brooks. “If 
a man comes in and buys $200 worth 
of tile, we aren’t going to charge him 
50¢ a day for an installation tool. 

“There’s nothing about service I ob- 
ject to unless you consider the wan- 
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ton misrepresentation in advertising 
that goes on all the time,” added 
Brooks. “That’s the biggest problem 
in this industry.” 

Return of unused stock is per- 
mitted by West End Lumber Co., 
River Rouge, Mich., but Red Mill 
Lumber Co. in Traverse City, Mich., 
has showroom signs listing a 10% 
charge on returned masonry materi- 
als and a 5% handling charge for all 
materials returned with “our trucks” 
for credit. 

The free service policy of necessity 
is somewhat more flexible in the small- 
er communities, where word-of-mouth 
advertising spreads rapidly. 

“In a small town, where you're well 
acquainted with your customers, you 
have to give lots of free service,” ex- 
plained dealer Harberg in Papillion, 
Neb. “You can’t get away from it.” 

The amount of time and labor in- 
volved are the guideposts set by some 
dealers in establishing service policies. 

Customers receive free of charge 
any service that does not require out- 
side or additional personnel at Sun 
Valley Lumber Co., Lafayette, Calif. 
When labor or store help is in- 
volved, the service is not free at Cin- 
cinnati’s Lumberteria, Inc. Manager 
Robert McHugh said it was his opin- 
ion that dealers have not only not cut 
back on free services in recent years, 
but have added to them. Several deal- 
ers agreed and told why. 

Approve free services. In Linden, 
N. J., the Farber Brothers go so far 
as to advertise: “What’s Your Prob- 
lem? Come here to get it solved.” 

Oxboro Lumber Co., Bloomington, 
Minn., advertises its services, which 
still include free cutting and free de- 
livery. 

“By making these services available, 
we're helping ourselves and helping 
the public,” said manager Arnold 
Friendshuh. 

With five stores, F. M. Sibley Lum- 
ber Co. blankets Detroit with its ex- 
tensive services. 

“We do.all the things other yards 
do, but we do more of it,” said presi- 
dent F. M. Sibley. “We often put 
builders in touch with good financial 
sources where they can get needed 
backing to undertake or complete a 
project. 

“It might be a project involving 50 
homes, for example. When builders 
are having trouble selling their homes, 
we may help in disposing of the 
houses profitably to a realtor or other 
interested party. We are constantly 
advising the builder on materials, spe- 
cifications, etc. sent out by FHA or 
similar groups. Our credit department 
will help a builder appraise the mar- 
ket and establish workable goals and 
schedules. 

“We provide almost unlimited as: 
sistance to the do-it-yourself custom- 
er,” added Sibley. “We furnish plans 
and estimates and one of our service 
men will visit the site to make sug- 
gestions.” 

Henry Basler, Overland Park (Kans.) 
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Lumber Co. is also a strong believer 
in free service. 

“You can’t have too many free 
services,” he says. “They create good 
will, hold present customers and draw 
in new ones. Our retail prices are 
known to be higher, but customers 
stay with us for our free services.” 

That free services pay off is illus- 
trated in a story told by Basler. A 
customer wanted to build some cabi- 
nets, but didn’t know exactly what he 
wanted, except dimensions. Basler 
spent an hour with him working 
out his plans. The customer pur- 
chased $40 worth of material then 
and has been back for more. 


In summary, Frank Watson, vice- 
president, South City Lumber & 
Supply Co., South San Francisco, 
commented: 

“I sometimes think that this is a 
non-profit organization. In our yard, 
we're trying to get compensation for 
the things that should be paid for and 
I think the trend is toward charging.” 

Dealer McHugh in Cincinnati has 
this final word of advice: 

“Customers will come back, even 
though you don’t offer free services. 
If prices are competitive and they can 
rely on your merchandise, they will 
stick with you.” 








. For Exterior and Interior Use on 
pay rater Walls; and on Ahdies Cosa 


ae ® 


PRATT & LAMBERT.-INc, - 


PROFITABLE FOR YOU...for your customers, too! 


e Newest vinyl emulsion paint 
for concrete, stucco, brick, 
masonry block, asbestos-cement 


surfaces...exterior and basement walls. 


e Ready mixed or colorant systems. 


e Uniformly flat. Good hiding. 
e In the most popular colors. 
e Lime-proof. Long-lasting. 


e Very easy to apply with 
brush, roller or spray. 


SELL P&L...the brand most frequently specified by architects, 
acknowledged by painters to be definitely superior. 


PRATT & LAMBERT—INC. 


NEW YORK @ BUFFALO @e CHICAGO @ FORT ERIE, ONTARIO 
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Black & Decker 
celebrates 00 years 
of progress! 


@ Golden Jubilee 
Drill 


B&D U-3 %” DELUXE DRILL—WORLD'S MOST 
POPULAR TOOL FOR THE HOME Reg. Price $24.95 


U -3 & U -15 Deluxe Drills Belongs in every home for hundreds of 
ps build-it, fix-it jobs. Above-average power 
ms to drive attachments for aoe anne, 
polishing, screw driving. Gleaming pol- 
ished aluminum housing. 


Black & Decker says ‘Thanks for 50 wonderful years!” 
with the sale of the year. Your customers get a choice of the 
world’s most popular drills at the lowest possible prices 

without B&D budging an inch on its famous quality. We’re 
building store traffic for you with big page ads in the 
June 4 Saturday Evening Post, May Mechanix Illustrated, 
June True and Popular Science, July Popular Mechanics. 


Ask your wholesaler now! Sl ; 


B&D U-15 %” DELUXE DRILL—A REAL WORK- 

HORSE FOR PROS & SEMI-PROS Reg. Price $39.95 

YEAR Top choice for the man who needs extra 

= ’ be CC. eC. capacity drill. Husky motor pours power 
through triple steel gears for driving up 

to %” twist drills, 4%” masonry bits, 4” 


World’s Largest Maker of Portable Electric Tools wood augers, 14” hole saws. 
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HOUSEHOLD HARDWARE 


Dealer Sales Control in Action 




















BUILDERS HARDWARE 


HARDWARE 
BUSINESS 


monthly department merchandising: 

© Builders and Household Hardware 
® Paint and Sundries 

© Hand and Electrical Tools 
® Electrical Fixtures, Sundries 
Plumbing Fixtures & Supplies 


PRODUCT-OF-THE-MONTH 


PULL-STRING JOB-PAC CANS of aluminum nails let 
you send the right quantity to job site without weighing or 
guesswork. Label on can states specifications including 
number of nails and coverage that may be expected with 
the material being used. Available in either casing or sinker 
head in popular sizes, the nails meet all FHA and Redwood 
Association specifications for exterior construction. All 
Phifer aluminum nails, except common, trim and oval head 
trailer nails, are packed in pull-string Job-Pac, 30 to a 
master carton. Write for new price list-catalog. Phifer Wire 
Products, Dept. AL, P.O. Box 9007, Tuscaloosa, Ala. 
Circle No. 201 on Handy Cover Card 


Special Display Room for Contract Hardware 
Hardware Trends ies 

Hardware Sales Increase, But So Do Problems 
New Products .... 

New Sales Aids 

Special Offers 

New Literature 


DISPLAY-OF-THE-MONTH 


a% National *\ 
2 NAT UNDIER “ 


A SALES-PULLING CENTER for the biggest percentage 
of your builders’ hardware items is easily yours with the 
help of National’s No. 100 self-service merchandiser. The 
No. 100 takes only 8 square feet of floor space, yet displays 
88 Visual-Pacs plus a big shelf stock. Each side holds 44 
different items. The merchandiser is 2’ x 4’ and stands 
54” high. Four shelves of %4” plywood provide 24’ of shelf 
space for extra stock in cartons. The No. 100 Merchandiser 
is available to dealers direct from maker. Special deals are 
offered to retailers. Write to National Manufacturing Co., 
Dept. AL, 11004 First Ave., Sterling, III. 
Circle No, 202 on Handy Cover Card 
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SPECIAL DISPLAY ROOM for contract hardware uses panels 
for effective background for hinges and locks. A conference 
table is available for architects, contractors and builders. 


Special Display Room for Contract Hardware 


Louisiana firm, staffed by hardware expert, builds accounts 


with extensive lines in ideal display atmosphere. 


HE VALUE of a separate display 

room to promote contract hard- 
ware sales was quickly proven at 
Shreveport Long Leaf Lumber, Inc., 
where a contract hardware depart- 
ment was opened last September. 

C. Drew Willingham, manager of 
the new department, says the number 
of accounts have about doubled since 
the special display room was opened 
in the new two-story contemporary- 
style building material headquarters 
building, which occupies 110,000 
square feet. 

The actual dollar value increase in 
sales would not indicate the true gain, 
Willingham pointed out, because area 
construction has been plagued by high 
interest rates, extremely bad weather 
and a building trades labor dispute 
in the early spring. 

The display room services two pur- 
poses in contract hardware sales, Wil- 
lingham points out. 

“Visitors quickly find out what we 
have to offer and the room affords 
privacy and comfort for discussing 
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problems with architects and general 
contractors or between home buyers 
and builders.” 

A veteran of more than 12 years in 
the builders’ hardware field, including 
time with building specialties such as 
metal doors and windows, Willingham 
rates product knowledge as one of his 
most important assets. 

“So much hardware nowadays is 
custom built,” he said, “that the con- 
tact man must furnish hollow metal 
manufacturers with all necessary in- 
formation, including schedules and 
template drawings, for doors and 
frames.” 

Willingham says another important 
requirement of a contract hardware 
man is familiarization with more than 
300 catalogs published by manufac- 
turers specializing in different hard- 
ware items. Willingham keeps more 
than 200 of these in his office. He 
works closely with architects, helping 
them select hardware of proper qual- 
ity, design and function for each job. 

“If a man wants to serve contractors 


and architects successfully, he must be 
extremely accurate in detailing and 
selecting hardware to avoid callbacks, 
delays and wasted time on the job,” 

advises Willingham. 
Helping Willingham in the contract 
hardware department is Tom Wilson, 
(Continued on page 58) 


C. DREW WILLINGHAM, contract hard- 
ware manager for Shreveport Long Leaf, 
demonstrates a lock set for a potential 
customer. 
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You can boost 
homeowner sales with 
informative displays on 


MULTIPLEX | 


It's a basic display 
for all lumber showrooms 


Leading designers of showrooms for 
building supply dealers specify Multi- 
plex Display Wings for paneling, floor 


and wall covering, roofing and siding 
materials, moulding, carded merchan- 
dise, etc. Other standard Multiplex units 
are designed for displaying doors, for 
displaying wallpaper, or as planbook and 
literature racks. 


The multiple-swinging-wing _ principle 
provides the advantage of floor-space 
economy, Example: a typical 10-wing 
unit (with 30” x 80” wings) occupies 
just 16 sq. ft. of floor space, but it gives 
you 330 sq. ft. of display surfaces. 





If Multiplex is not working for you as 
yet, please let us mail you our new 
illustrated catalog. You will learn how 
other dealers are using Multiplex to help 
streamline their selling. 


Show it well, and it will sell! 


Please send us your FREE Display Equipment Catalog. 


Ste = MIETIPLEX DISPLAY FIXTURE C0. 


TT sinis+-42-0--0e 907-917 NORTH 10TH STREET © ST. LOUIS 1, MISSOURI 
I ek | 





Why more customers 
aar=(elam elm tals 


V4 01-11 P-Wae 


MADE ONLY BY 


It’s easy to see why Lufkin’s MezurMatic is the new leader in 

automatic tape rules. Exciting user advertising. Powerful promo- 

tions. The kind of quality features that reach out and beckon. 

The rigid blade, for instance. The touch-control rewind. The rugged, 

heavy-duty end hook. Quality where it counts with craftsmen. 
So get plenty of backup stock—you'll need 
it with the automatic tape more customers 
reach for... the Lufkin MezurMatic! 


Theyll be — 
looking for it 
on your 
TURNOVER 


TARGET | 


SPECIAL DISPLAY 


(begins on page 56) 


who makes up for his relatively new- 
ness in the business by daily study. 
Wilson keeps a close check on the 
maintenance needs of existing office 
buildings, institutions and hotels. A 
Long Leaf salesman also works on 
contract hardware accounts while sell- 
ing lumber and millwork projects. 

Willingham gathers his sales leads 
from a variety of sources. He studies 
the Wall Street Journal, which lists 
new or proposed new construction and 
the Dodge Reports. He also looks for 
leads from reports from the Associ- 
ated General Contractors of Shreve- 
port. 

The new store location with ade- 
quate parking has helped the drop-in 
trade and also stimulated interest in 
hardware displays. 

“It is not uncommon to see people 
drive by after closing hours and look 
at our displays,” says Willingham. 
“Many come back later to buy. We 
could operate without our contract 
hardware display room, but it cer- 
tainly makes selling easier.” 


Repair Screens Now! 
a \ - 
CALL 


WE 3-7704 
SHANAMAN’S 


Prompt One Day 
Repair Service 


ALUMINUM er WOOD 
WINDOWS — DOORS 


© FREE PICK UP and DELIVERY SERVICE 





Dealer Builds Business 
In Screen Replacement 

PHOENIXVILLE, PENNA.—Servicing 
of screens, storm doors and windows 
on a one-day schedule accounts for 
about 15% of the business handled by 
the one-man aluminum department at 
S. L. Shanaman’s, Inc., Phoenixville, 
Penna. 

John J. Labate is the one-man de- 
partment. He follows up leads, makes 
his own installations and handles all 
service and repair calls. Charges are 
on a time-and-materials basis and run 
from $2.50 to $7 per window for re- 
glazing and screening. For in-home 
window or door servicing, the charge 
is $3.50 per hour plus materials. 

Shanaman’s plays up its one-day 
service in a small display ad run the 
year around. Reglazing is a consistent 
source of revenue. 

The firm handles but one quality 
aluminum window line in single, dou- 
ble and triple track. They find that 
this policy helps avoid price confu- 
sion. And the advantage of installa- 
tion service helps clinch the sale. An- 
nual volume of the department runs 
$25,000 to $30,000. 
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NOW ONE MIRACLE PAINT 
DOES A WHOLE HOUSE 


Sell one perfect paint for all exterior surfaces 





WOOD SIDING, SHAKES AND SHINGLES 


sere 
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NEW ACME LATEX HOUSE PAINT 


16 WAYS BETTER 


Longer Life—Tests for years around 
the world prove its superiority. 

New Toughness and Flexibility —With- 
stands punishment that breaks down 
ordinary paints. 

Blister Resistance—Breather-type 
paint permits water vapor to escape 
without breaking paint film. 

Fume and Mildew Resistance—With- 
stands fumes and mildew. 


Alkali Resistance—Contains no oils 
that will destroy the paint film. 


Low-Chalking 


Easy Washing—Its tight smooth film 
sheds dirt that clings to other paints. 


Easier to Apply—Just seems to slip on 
without any tiresome effort. 


Brushes, Rolls or Sprays 
No Brush Marks or Sags 


Paint Early or Late—Sun and damp 
can’t harm it. 

Uniform Low Sheen—Never glossy — 
hides surface defects. 


Dries in Minutes— Dries before any- 
thing can mar its surface. 


Clean Up with Water 


Fade and Stain Resistant Colors— All 
colors, even pastels, are permanent 
and stain resistant. 


Brilliant White— A new white that stays 


white . . . makes all others look gray! 





THE BEST IN 
OIL BASE PAINT, TOO! 





A quality standard for 75 years, Acme 
New Era House Paint gives a bright new 
look . . . available in 72 decorator colors. 
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Detroit, Mich. « 


Here’s how we'll help you sell this great 
new paint: You’ll get a complete kit 
of dealer helps especially designed to 
sell Acme Quality Latex House Paint. 
You’ll get color cards, counter book 
page, point-of-purchase color card, 
colorful store and window banners. 
You’ll get a giant eye-catching mobile, 
newspaper ad mats, radio and TV 
spots, and a special lapel ribbon made 
of latex. 


Be the first with the newest and best. 
Millions of paint customers will be 
reading about new Acme Quality 
Latex House Paint in national adver- 
tising. Be sure it’s on your shelves 
when they ask for it! 


ACME QUALITY PAINTS, INC. 


Better Looking Every Way! 


Garland, Texas ¢ Burbank, Calif. 
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HARDWARE TRENDS 


LOOK FOR LOW-PRICED IMPORTED power tools on the mar- 
ket shortly. These will probably be handled by 
the same distributors who now offer lines of do- 
mestic and imported hand tools retailing under $l. 
West Germany will be the source and prices start 
around $10. Dealers will be offered a point-of- 
sale display a bit fancier than the hand tool 
table provided for 98¢ assortments. Incidentally, 
one distributor for the hand tool deal says build- 
ing materials dealers are by far the best outlets 








PRODUCTS WITH GROWING sales appeal this spring in- 
clude: higher priced wrought iron name and address 
plates .. . fabric type wall coverings, the 
Wall-Tex type .. . photo electric cell post 
lights . .. acrylic and latex exterior house 
paints . . . dehumidifiers . .. farm pumps... 











OUTDOOR LIGHTING is one growth area worth exploring. 


Recently while preparing a feature for the summer 
issue of our dealer consumer magazine, "HOME 
Maintenance and Improvement", several sales pos- 
sibilities arose. 

Once outdoor lighting was considered merely yard 
lighting, now it includes highlighting the house 
itself, illuminating shrubbery or the play area. 
No one is really selling these items. They could 
be tied in well with a good fence or outdoor 
living sales area in most yards. 





WHOLESALERS REPORT a bigger boom than ever this 


spring in all types of lawn and garden supplies. 
Fertilizer, seed and weed killers are moving well. 
Hand tool sales appear to be pulling out in front. 
This ever-expanding market is too big for dealers 
to overlook. Now's the time to climb aboard the 
sales bandwagon—if you haven't already done so. 


SPRUCING UP HARDWARE SALES seems keyed to three 


words—seasonal display, grouping items for con- 
venience of the customer and packaging hardware 
with lumber and building materials. Seasonal 
merchandising should be obvious, but is still 
superficial in most stores. We've yet to see, for 
example, in one display all the items required 
for servicing the customer putting on his screens 
this spring. Doesn't it make sense to tie in 
screening and the wide variety of hardware needs 
with screens? 

Grouping items on the basis of service performed 
is still haphazard. We're still looking, for ex- 
ample, for a sound dealer display on the wide 
variety of attachment devices now available. 
Probably only building materials dealers can fully 
explore the third item—the selling of true pack- 
ages. Standards and shelf brackets with prefin- 
ished shelving, for example, make sense and are 
widely exploited by Sears. Customers probably 
will often request special sizes, but it's sur- 
prising how well several stock sizes sell in 
packages. 














Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 
sult them on your next requirements. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 
Exclusive Sales Agents for 
J. P. Homer Lbr. Co., Inc., Kenova, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 
f Appalachian Hardwood Lumber 











Wood-Mosaic Corp., Louisville 9, Ky. 
White and Red Oak, Walnut, Popier, Basswood, 
Beech, Cherry, Mahogany and Laven Lumber. Do- 
mestic and imported Veneers. Hardwood Fi 


Special Pattern Flooring. 





* Member Appalachian Hardwoods 
Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
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DU PONT ANNOUNCES THE 


New, low-cost color mixing machine is 
amazingly accurate, completely foolproof, 


gives you unusual profit opportunities. 


Now you can rid yourself of complex 

tube inventories and tube mixing . . . offer 
many more paint colors than ever before 
...and still save over 50% on the 


cost of colorants. 


What makes all this possible is a new 

color mixing machine—the Du Pont Color Master. 
Simple, compact, inexpensive. Check its 
features. Then get in touch with your 

Du Pont Paint Representative. He'll explain 
how you can have the new machine without 
down payment or financing charges. Or write 
for descriptive folder to Du Pont Co., Finishes 
Division, Dept. AL-5, Wilmington 98, Del. 


Unique features of the Du Pont Color Master 


1 ACCURATE— meters precise amounts of 
colorant, as little as 1/64 oz., as much 
as 4 full oz. per shot. 


SIMPLE —easy hand operation. 
No automatic gadgets to get out of order. 


bases, including flats, enamels, rubber-base. 
Offers thousands of color possibilities. 


COMPLETE — includes mixing-formula cards 


in metal cabinet, color display unit, 


3 VERSATILE—tints almost all types of 


complete merchandising aids. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


REG. u 5. pat, OF 
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HARDWARE BUSINESS 


Hardware Men in News 


David Muirhead Evan J. Parker 
* David Muirhead has been named 
president of The American Hardware 
Corp., New Britain, Conn. manufac- 
turer of locks and builders’ hardware. 
He succeeds Evan J. Parker, who has 
been president of the firm since 1951 
and now becomes chairman of the 
board. William J. Ziegenhein, sales 
vice-president for the company’s Rus- 
sell & Erwin Div., has been named 
executive vice-president. 

Two additional members have been 
elected to the firm’s board of direc- 
tors. They are L. Curtis Booth, sales 
vice-president of American Hardware’s 
P. & F. Corbin Div., and P. Blair Lee, 
president of the Western Saving Fund 
Society of Philadelphia, Penna. 


Liberty Distributors Add New 


Ya" Drill to Power Tool Line 


PHILADELPHIA, PENNA.—A new 4” 
electric drill will be introduced in 
August to retailers serviced by Liberty 
Distributors’ 26 member firms. It is 
the fifth tool in Liberty’s new line of 
Trustworthy power tools developed by 
and for its nationwide network of 
wholesalers with annual sales amount- 
ing to $265 million. 

Like the Trustworthy saber saw, 
circular saw, 42” drill and oscillating 
sander, the new 1%” drill will be color- 
coded for eye appeal and easy identi- 
fication. Each drill will have a Trust- 
worthy blue-and-yellow fact tag telling 
advantages of the power-packed tool. 
It will be packaged in a self-selling 
display carton. Other sales aids will 
include catalogs, ad mats, window 
banners, literature and national adver- 
tising. 

The Trustworthy %4” drill will de- 
liver 2,000 rpm from a 2.6 amp work- 
horse motor. Its introduction in Au- 
gust by Liberty wholesalers is timed 
to help retailers to capture fall and 


HAND-MADE MODEL of new 4” drill 
is shown by Liberty’s managing director 
Robert C. Vereen, right, to vice-presi- 
dents Charles Leinbach and J. Wilson 
Vandergrift of Supplee-Biddle-Steltz, 
Liberty wholesaler in Philadelphia. 


Christmas business. The %4” drill will 
retail for less than $20. It also will 
offer full profit margins to retailers. 





* U. S. Expansion Bolt Co., York, 
Penna., announces the appointment of 
Charles H. Schminke as general sales 
manager. 


* Behr-Manning Co., Troy, N. Y., an- 
nounces the appointment of John S. 
Phillips as general trades sales man- 
ager of its Coated Abrasives div. 
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The complete line of quality 
builders hardware 








INTERIOR as well as key 


sets now furnished 


with 


2%” dia. rose —in both 
“Tulip” and Round-knob 


® 
a of LOCKSETS by NATIONAL 


assure faster, labor-saving 
installation— only three pre-assembled 
units. They are beautifully designed, pre- 
cision engineered and fully guaranteed. 


WRITE FOR LITERATURE AND PRICES 


NATIONAL HARDWARE CoO. 


‘OZONE PARK 16, NEW YORK 


WY 
‘ 
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always operate smoothly, never sag! 


There’s a K-V drawer slide for every type installation — 


from lightweight to heavy duty. Write for complete catalog. 


KNAPE & VOGT MANUFACTURING COMPANY, Grand Rapids, Michigan 


Manufacturers of adjustable she/f hardware, sliding and folding door hardware, closet and kitchen fixtures, Tite-Joint Fasteners and Handy Hooks for perforated board. 
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SPACE-SAVING 
ASSORTMENTS 


STIMULATE 
SELF-SERVICE, 


SPEED TURNOVER 





TURNBUCKLES 


52 Turnbuckles in 10 fast 

selling sizes and styles. Attractive 14” 
x 6” all metal display panel in 3 colors. 
Unit packed for shipment. A complete 
line. Available from open stock. 





EYE BOLTS 


Ten each of the most 
popular sizes of Eye Bolts, 
boxed by size. Sturdy 14” x 6” all metal 
display panel in 3 colors. Unit packed. 
Open stock Eye Bolts in 8 thread sizes. 





U-BOLTS 
Ten each of the 5 most popular sizes 
of U-Bolts, boxed by size. 14” x 6” all 
metal display panel in 3 colors. Unit 
packed. Also available from open stock. 





LAG THREAD 

EYE BOLTS 
80 bright zinc plated Lag 
Thread Eye Bolts in 6 

popular selling sizes. Packed for ship- 
ment with durable, colorfu! 14” x 6” dis- 
play panel. Available in open stock, 


ORDER FROM YOUR WHOLESALER 


‘bo ths 


aA LA ~4 e 
“ONE GOOD TURN (BUCKLE) DFSERVES ANOTHER” 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 
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Hardware Sales Increase— 


But So Do Problems 


© More competition cuts profits as volume climbs. 

© Package selling, self-service, expanded lines and special 
promotions help pull customers. 

© But good salesmen still make the difference between ‘‘No 


Sale"’ and a good ticket. 


ARDWARE SALES are on the 

increase for most lumber dealers 
on the basis of a spot check by A. L 
reporters throughout the country. 

Dealers give many reasons for the 
upswing. These include: better dis- 
play, expanded lines, do-it-yourself 
promotion, more package selling and 
intensive advertising. 

Nevertheless, the hardware picture 
is not all sunshine, even for lumber 
dealers, as two Salt Lake City dealers 
point out. 

“Because of the hike in overhead 
costs, sales in our hardware lines are 
showing less profit now than three or 
four years ago,” remarked Robert 
Ketchum, manager, Ketchum’s Build- 
ers Supply Co. 

“Our hardware business is less and 
less profitable as the years go on,” 
declared A. E. Anderson, executive 
vice-president, Anderson Lumber Co., 
which operates 15 yards. 

E. W. Hester, owner of the firm 
bearing his name in Lubbock, Tex., 
says his hardware business is less pro- 
fitable than a few years back because 
more places are selling hardware than 
ever before. 

“Nowadays,” he explains, “people 
can shop for hardware at a super- 
market or some place you wouldn’t 
ever think of finding hardware. An- 
other merchandising sideline that has 
effected hardware is the stamp re- 
demption centers, where people can 
exchange trading stamps for just 
about any hardware or household 
item they want. 

The component trend has an affect 
on hardware sales. A Kansas City 
dealer, Francis Hatcher, manager, 
R. L. Sweet Lumber Co., made this 
observation: 

“There is less over-the-counter vol- 
ume in the hardware line generally 
handled by retail lumber dealers be- 
cause so much more of our material 
is coming packaged from the manu- 
facturer. 

“For example, ready-hung doors 
now come with hardware installed. 
Cabinets come with hardware. Win- 
dows come fully equipped with all 
hardware, flashing, etc. in most cases. 
In other words, the more we get into 
house components in the lumberyard, 
the less volume we will handle in 
builders’ hardware as a separate sale.” 

Hatcher said his firm is concentrat- 
ing primarily on builders’ hardware on 


which they have been showing a little 
more profit. Consumers’ hardware is 
gradually being dropped from the line. 
The firm’s increase in volume and net 
is credited by Hatcher to more effort 
in package selling, which includes 
hardware. 

“There is hardly a load of lumber 
or a jag of do-it-yourself stuff leaves 
our yard without hardware to go with 
it, even if it’s only nails,” added 
Hatcher. “Every roofing job we sell is 
supposed to include all flashing, lou- 
vers and every piece of metal or 
hardware needed.” 

Direct buying. In southern Florida, 
the lumberyards reporting better vol- 
ume and more profitable hardware 
operations are those which have in- 
creased their direct buying and ex- 
panded their lines and inventory. 

“We're by-passing jobbers and buy- 
ing direct at a much cheaper price,” 
explained George Kirk, sales manager, 
Causeway Lumber Co., Inc., Fort 
Lauderdale, Fla., who has also stepped 
up his advertising. 

The Renuart Lumber Yards, Inc., 
Miami, have had the experience of 
increasing their paint and hardware 
sales, but these increases have not 
been profitable enough to offset the 
increase in overhead expenses, ac- 
cording to the firm’s accountant, I. W. 
Bolger. 

Most dealers interviewed did their 
own buying, but a number were mem- 
bers of co-op groups. Nearly all 
dealers bemoaned the lack of adver- 
tising and merchandising help from 
the manufacturer and wholesaler. 

“We have very few cooperative ads, 
which I believe would be beneficial to 
increasing sales,” declared Lyle Raben, 
co-owner, Raben Lumber Co., Rapid 
City, S. D. “There seems to be no 
concerted effort to help us make 
sales.” 

Even a co-op buying group is not 
the whole answer profitwise, as Wood 
Lumber Co., Whittier, Calif. empha- 
sizes. Although a member of the 
South Western Hardware Association, 
a co-op group which has promotional 
and sales aids, hardware profits for 
the firm are down this year. 

Bright . Hardware is running 
30%-35% of total sales at Magnolia 
(N.J.) Lumber and Millwork Co., says 
co-owner Ralph Medaro, who has 
opened an expanded showroom, per- 

(Continued on page 66) 
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Heavy Wall Chrome 
or Brass Rods, 1” & 1%" 0.0. 


Three Step 
Adjustable 
Flange 


7) Complete Line / 


Chrome or Brass. 


HANG RODS 


and fittings 


End Flanges 


Adjustable 
Keyhole 
Standard 


@ Many other fittings 
available 


® Large stocks for immediate 
shipment 


© Low prices! ... 
e We also make to order 


S. PARKER HARDWARE MFG. CORP. 


7 LUDLOW STREET © Phone WAlke * NEW 


Here on Singer Island, north 
of fabulous Palm Beach is a 
Tropical Playground with 
sports, recreations and 
amusements for family 
enjoyment. 

Gulf stream fishing grounds, 
jai-alai, golf, nite life, shop- 
ping, sightseeing just min- 
utes away. Children invited. 
Finest free sand bathing 
beaches, water skiing, boat- 








Made in California, the home of the 
Redwoods by specialists in Redwood Finishes for over a decade. 
When you stock Behr-Process Finishes for redwood, you are 
not only offering your customers the finest piece of goods ever 
formulated especially for redwood, but you are handling an 


UNUSUALLY PROFITABLE line whose sales to date exceed 


ing. You'll appreciate our 
attractive rates. 


Oceanfront, new, modern, 
villas and apts. Efficiences; 1, 2 
bedrooms—kitchens. All over- 
look pool, ocean. Private sand 
beach, free parking, play area, 
TV lobby. Two swimming 
pools. Informal, friendly. Write 
today: MacDonald's Villas, 
P.O. Box 487, Riviera Beach, 
Florida. 


: a6 A) escusas Asa 
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2 million gallons. 


FOR MORE PROFIT PER SQ. FT. SHELF 


SPACE, MAIL THIS COUPON 


Linseed Oi! Products Corp. 
1601 Talbert Ave., Santa Ana 1, Calif. 


Gentlemen: Please rush me complete information 
about your line and why it gives me more. profit per 
Sq. ft. of shelf space. 


Name 
Dealer Name 
kT 


ee oe Cities 2 


cider wi tin el ees Ses hie eon ie enn bet 
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Hardware Sales Increase 
(begins on page 64) 





mitting more extensive hardware dis- 
plays. He now plans a new floor lay- 
out for additional display and partial 
self-service merchandising. Magnolia 
Lumber makes 80% of its hardware 
sales to homeowners. 

One trouble with dealers, believes 
Morton Exter, president, Village Lum- 
ber Co., Elmont, N. Y., is that they 
think hardware is ‘the answer to all 
their problems. 

“No dealer,” asserted Exter, “should 
feel that hardware will be a panacea 
for him, a cure for all the problems 
arising from not knowing how to be 
an effective retailer. If dealers knew 
how to get a decent markup, they 
wouldn’t be in the trouble they are 
now.” 

Exter said hardware is becoming 
more profitable for him with the addi- 
tion of plumbing and electrical sup- 
plies. All his hardware sales are to 
homeowners. 

“We don’t get any special help 
from the supplier,” added the New 
York state dealer. “You know what a 
lot of dealers could use though—a 
formula telling a dealer how to run to 
a hardware department and make a 
profit.” 

Walter Conlin 


Conlin, president, 


Supply Co., White Plains, N. Y., said 
that sporting goods supplies, like in- 
sulated underwear for hunters, have 
helped hardware sales. Expanded lines 
of hardware have also helped the 
sales of other lumberyard items. 

“Hardware dealers are screaming 
because they don’t have lumber to sell 
to compete with us,” declared Conlin. 
“The whole Goldblatt and Stanley tool 
lines have been good for us. Suppliers 
have helped us with special demon- 
strations.” 

Tools are playing an increasingly 
important role in more profitable 
hardware sales registered by Peter 
Lumber Co., Pleasantville, N. J., says 
vice-president C. A. Stephan. Besides 
increasing their lines of power tools, 
the firm has added the Stanley line of 
hand tools. 

“We only go after builders’ hard- 
ware and tools,” explained Stephan. 
“We don’t take on pots and pans.” 

Several new lines of quality hand 
tools as well as electric saws and drills 
were credited for a more favorable 
profit picture in the hardware depart- 
ment at Rose Bros. Co., Cincinnati, 
by Louis Nathan. About 75% of the 
firm’s business is to the homeowner. 

H. F. Angus, vice-president of the 
Hyde Park Lumber Co., Cincinnati, 
feels that it is getting harder to realize 
a fair profit on hardware sales. His 
firm’s hardware sales have held up 
well because of better selling efforts, 
he says. 


Across the Ohio River in Covington, 
Ky., manager Jack Eyerman of the 
Covington Lumber Co., said that his 
profit picture on hardware is much 
improved “because we have pushed 
the hardware line,” especially builders’ 
hardware with contractor customers. 


Personnel important. Hardware 
sales, like any other line, depend on 
good measure on good salesmen. This 
point was emphasized by Art Lamp- 
land, Lampland Lumber Co., St. Paul, 
Minn. 

“If a clerk dislikes matching drap- 
eries and paints, he won’t push paint 
sales. If he likes a product, he'll do 
his best to sell it.” 


Hardware sales are more profitable 
than a few years ago, Lampland says, 
because the trend is to stock more 
hardware items as an accommodation 
to the customer who comes in to buy 
lumber. Before, it meant an extra trip 
to the hardware store. 

In Littleton, Colo. H. G. Reifs- 
neider, owner, Home Lumber & Sup- 
ply Co., complained that competition 
is steadily cutting into hardware prof- 
its. This feeling was seconded by Ivan 
Blomberg, owner, Blomberg Lumber 
& Hardware Co., Denver, who em- 
phasized the importance of smart 
hardware merchandising. 

“We've got to operate more and 
more like the supermarkets—give 
some items away and make it up on 
others,” he said. 





One Man Can Do The Work of Four 


Y 


ein 
hit fe 
TRUCKS 


Exclusive, patented TWIN- 
TILT lever permits finger-tip 
loading up to 1200 pounds. 
SWINGARD safety attachment 
eliminates danger to workmen, 


damage to loads. tires. 


metal construction — no sharp 
corners, no rivets or bolts to 
work loose. 

Aluminum alloy ball-bearing 
wheels with molded rubber 








**Galvanized, 
folds flat 
for 
easy storage 


 welife’ 


FOLDING TABLE 
HARDWARE 


“Ties-in’’ with lumber, paint, 
and stain sales. All hardware 





included reduced price. 


Shipments can be pooled with 
Jackposts; lantern posts, adjustable and 
straight columns. 





Wolfe Products, Inc. 
71 Elinor Avenue, Akron 5, Ohio 
Please send us information on Lux-Life Fold- 


Heavy, tubular steel frame, 
comfortable handle grips. 
Streamlined, full-welded, all- 


TODAY . .. write, wire or 
teleph for complete details 
and prices. 


TRUCK COMPANY 
® P. O. BOX I, ST. BERNARD 


CINCINNATI 17, OHIO 
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World's largest sae Pe oo sare 
manufacturer of 
basement Jack Posts 
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GUARANTEED 
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Competitively Priced 
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Cash for “Thank You” Ideas 


Oklahoma dealer stages employe contest to encourage 
good customer relations and company teamwork. 


OKLAHOMA CitTy—In these days 
of dollar-mad competition for vol- 
ume, Cullen Lumber Co. places a 
high value on customer relations and 


teamwork within their organization. 
To put the idea across to their em- 

ployes, the firm staged a two-part 

contest among their employes. First, 





S 


LEE-BOW WINDOWS 

Chosen for thousands of America's finest 
homes—as well as commercial buildings 
—LEE-BOW Windows add gracious good 
looks at surprisingly low cost. Available 
in 10 stock sizes... ready to install. 
Includes seat, hood and all outside trim. 
WRITE FOR BULLETIN 101-59 for 
Specifications and Simplified Selector 
Chart. 


MBCEOR: 
LEE-CRAFT WINDOW WALLS 


Now, plan on big window beauty for any 
room—with all types of architectural 
styling. LEE-CRAFT Window Walls are 
available in 33 stock sizes, all designed 
for smart slim-line appearance. This is 
not a stack unit...it's made for complete 
one-piece installation to guarantee rigid, 
weathertight construction, 

WRITE FOR BULLETIN 201-59 for 
Specifications and Simplified Selector 
Chart. 
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they were asked to give their defini- 
tion of esprit de corps; and second, 
various ways they might show cus- 
tomer appreciation for their busi- 
ness. 

Employes were divided into two 
groups for the contest: all truck driv- 
ers and yard men, excluding the fore- 
man; salesmen, office personnel and 
yard foreman. A $25 prize was of- 
fered to the winner in each category 
and an additional $25 prize for the 
best definition of esprit de corps. 

Application of the customer ap- 
preciation suggestions on the job has 
already resulted in a pay raise for all 
the yard men, drivers and yard fore- 
man, according to president Harry P. 
Cullen. The pay raise was contin- 
gent upon unsolicited comments by 
Cullen customers in the field. One of 
the first remarks relayed by a cus- 
tomer to president Cullen was this one 
by a truck driver: 

“Mr. Hickox, we just received a 
very nice carload of third clear white 
pine. We think you would be pleased 
with this lumber and I'd like to bring 
some of it out to you.” 

Two yardmen tied for first place 
in the customer appreciation contest, 
so an additional $25 prize was 
awarded. The prize-winning truck 
drivers were Frank Stimson and Leon- 
ard Reeves. W. D. Jones was the win- 
ner in the office category. Billy G. 
Lloyd, another yard man, won $25 
for his definition of esprit de corps: 

“Esprit de corps means common 
spirit of loyalty and enthusiasm de- 
veloped among members of a com- 
pany.” 

Among the outstanding customer 
appreciation suggestions were these: 


Customer: “I need some forms 
moved to another job. Will you move 
them for me?” 


Driver: “We would be glad to move 
them for you sir.” 


Customer: “Would you put half of 
the ioad in front and half in the back 
of the house?” 


“Driver: “Yes sir, we're here to 
serve you and we do appreciate your 
business.” 


“Mr. Brown, thanks for your order. 
When we can be of service to you, 
just call us.” 


“It has been a privilege to furnish 
your building materials and we’d ap- 
preciate your future business. Please 
come in to see us or call MU 5-5581.” 


Among the other customer appre- 
ciation comments overheard on the 
job was this one: 


“Mr. Dale, it’s a pleasure to have 
you as a customer. Anytime there is 
anything wrong with our material or 
service, I’d appreciate it if you would 
let us know so that we can correct our 
error and improve our service.” 


President Cullen said that one of 
the pleasant surprises disclosed by the 
contest was the high caliber sugges- 
tions originating with yard personnel. 


May 23, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





TAKE IT FROM GARRY MOORE! 


“Boost your spring sales... 
Get aboard the biggest 


promotion ever for America’s 





finest house paint!” 


SPECIAL 
LOW PRICE on Pittsburgh 


SUN-PROOPF tin 


Beginning May 15th... . for limited time only. 





Backed by a tremendous advertising program that 
will reach many millions of homeowners 


GARRY MOORE TV SHOW e All newspaper ads will carry names and addresses 


¢ Nearly twenty-five million viewers will see and of dealers who sell Sun-PRoor. 


hear about this special SuN-PRroor offer on 177 POINT-OF-SALE 

CBS-TV and affiliated stations Tuesday evenings. e Dealers will be provided colorful, attractive 
point-of-sale advertising that ties them in with 
this promotion and focuses attention on their 
stores as SUN-PROOF headquarters. 


e They’ll also see dramatic demonstrations of 
Sun-Proor’s resistance to discoloration from 
exhaust and fuel fumes. 


NATIONAL MAGAZINES How you can cash in on this 


e Many millions of homeowners will see the con- opportunity to increase sales 
vincing proof of SuUN-PRooF’s superior fume- 


resistance in ads in national magazines If you wish to increase your paint business this spring, 


arrange now to put this SUN-PRoor advertising to 

LEADING NEWSPAPERS work for you. Just get in touch with your nearest 
: ait Pittsburgh Plate Glass Company branch. Or mail 

e Nearly thirty million readers of hundreds of this coupon. 

major newspapers will see smashing announce- 

ments of SuN-PRoorF’s special low price. 

Pittsburgh Plate Glass Company, 

Paint Division, Dept. AL-50, Pittsburgh 22, Pa. 


Watch the Garry Moore Show—CBS-TV—Tuesday evenings. 
Please send me additional details on how I can par- 


ticipate in your special SUN-PROOF spring promotion. 





Address 








») PITTSBURGH PLATE GLASS COMPANY : County State 
AG IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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HARDWARE BUSINESS 





Provides a Push-Button Color Service 

You're less than a minute away from any color your 
customer may want with the help of a new color machine 
just announced by Valspar. Easily and quickly operated, 
it is semi-automatic and will mix over a thousand colors 
at the touch of a button, maker states. 

The Val-O-Matic color machine program embodies 
finishes for all exterior and interior surfaces. Another 
new color machine, which is manual, also is announced 
by Valspar. 

Market data. Both the semi-automatic and manual 
machines now are available. Dealers may either buy or 
lease them from Valspar. Sales aids include: a galaxy 
color display showing more than 1,000 color chips for 
easy color selection by a homemaker, a “Plan-It-Your- 
self” decorating guide, plus a program of cooperative 
advertising allowances. The Valspar Corp., Dept. AL, 
7 E. Lancaster Ave., Ardmore, Penna. 
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For more facts, use 
handy back cover 
coupon. 


New Products 


Specifications and Market Data on Products You Can Sell 


Drip Cap & Bottom 


A new drip cap and door 
bottom is made of alumi- 
num with a durable vinyl in- 
sert. Drip cap sheds water 
easily and the four vinyl 
air baffles touch against a 
new aluminum threshold to 
stop drafts. Each is availa- 
ble direct from M-D in 
lengths of 32”, 36”, 42” and 
48” or cut to any size in 
several finishes. Macklan- 
burg-Duncan Co., Dept. 
AL, Box 1197, Oklahoma 
City, Okla. 
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Cleans Walls 


Called Wall-O-Matic, a 
non-electric machine _ util- 
izes compressed air for con- 
tinuous eight-hour opera- 
tion. Using a special clean- 
ing solution, it may be used 
on all types of walls, plaster, 
painted or brick, and many 
types of acoustical ceilings. 
Spray nozzle attachment 
cleans hard-to-get-at places. 
Central States Maintenance 
Co., Dept. AL, 125 Marion, 
Oak Park, II. 
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Sandpaper Holder 


A new two-way No. 8 
Sandpaper Holder with both 
a resilient and a hard sur- 
face on which to clamp the 
abrasive sheet is 6” long x 
2%” wide. It is supplied 
with a sheet of sandpaper 
and an instruction sheet in 
a display box containing six 
holders. It also is available 
as the No. 8S with a piece 
of Dragon-Skin, a_ flexible 
steel sandpaper. Red Devil 
Tools, Dept. AL, Union, 
N. J. 
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— ASBES =o 
BRUSH : 
"Le ADHESIVE 


Brush-On Adhesive 


A brush-on adhesive de- 
signed expressly for vinyl 
asbestos tile is announced. 
The new adhesive is easily 
applied with an ordinary 
paint brush, says maker. It 
offers do-it-yourselfers a 
fast, easy way of applying 
vinyl asbestos floor tile. It 
now is available in quarts 
and gallons from jobbers. 
Consumers Glue Co., Dept. 
AL, 1515 Hadley, St. Louis, 
Mo. 
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(For more new products, see page 72) 
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FOR A REAL DEAL somo: 


ON SOUTHERN 
FASTENERS 


Southern Screw has a real deal on Southern fasteners. Progressive hardware dealers 
carry the full line of Southern quality fasteners because Southern’s new packaging with 
the NRHA-approved EZ to Ce label system is a time and effort saver. Southern Screws 
are easy to stock, easy to locate and handle, and easy to sell because they're the “most 
wanted" fasteners on the market. 

Standardize 100% on Southern Screws. They're nationally advertised in leading 
craftsmens’ magazines, therefore they're nationally pre-sold to your customers. Put 
Southern Screws in your want book — now/ 

Write for Southern’s new Package Stock Guide. Address Southern Screw Com- 
pany, P. O. Box 1360, Statesville, North Carolina. 

Sold Through Leading Wholesale Distributors. Warehouses: New York * Chicago 
* Dallas + Los Angeles. 


Wood Screws ° Stove Bolts ° Machine Screws & Nuts Sheet Metal Screws ° 


Carriage Bolts 


SCREW COMPANY 


STATESWIKGE = MOUTH Camouin 


Wood Drive Screws 
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HARDWARE BUSINESS 





NEW PRODUCTS (begins on page 70) 





Vinyl Wood Adhesive 

A one package, water-re- 
sistant, vinyl assembly ad- 
hesive is said to withstand 
six to nine cycles of four 
hours soaking in water fol- 
lowed by 20 hours air dry- 
ing. Called Wood-Lok 40- 
0224, it is suitable for all 
types of assembly gluing. 
Shipped ready-for-use and 
requires no heating or mix- 
ing. Structural Div., Na- 
tional Starch & Chemical 
Corp., Dept. AL, 750 3rd 
Ave., New York 17, N. Y. 
Circle No. 208 on Handy Cover Card 


Pocket Tape Rule 


A new lightweight Pee- 
Wee Tape Rule holds up to 
10’ of 4” White Clad Blade. 
Case is chrome-plated die- 
cast with name plate on one 
side. Replaceable blade with 
black markings is graduated 
in consecutive inches to 
16ths inches, first six inches 
to 32nds inch. The new Pee- 
Wee also is available in 6’ 
and 8’ lengths. The Lufkin 
Rule Co., Dept. AL, 1730 
Hess, Saginaw, Mich. 
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Economy-Priced Tools 


Two new economy-priced 
lawn and garden power 
tools, a U-3500 Lawn Trim- 
mer and a U-450 Utility 
Hedge Trimmer, are an- 
nounced by Black & Decker. 
Each tool retails for $29.95. 
Powered by B&D-built mo- 
tors, both operate on 115- 
volt house current. Blade 
length of the lawn trimmer 
is 6”; hedge trimmer offers 
a blade coverage of 13”. 
Black & Decker, Dept AL, 
Towson, Md. 
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Aluminum Door Track 


Chromedge Sliding Door 
Track is available in natu- 
ral or satin anodized finish 
in three sizes to take %”, 
1%” and %” door materials, 
such as plywood or glass. 
Standard 4’ and 6’ sec- 
tions, punched, with mount- 
ing screws and instructions 
are packed in vinyl bags. 
Also available bulk-packed 
in 8’ and 12’ lengths. B & 
T Metals, Dept. AL, 425 
W. Town, Columbus, Ohio. 
Circle No. 212 on Handy Cover Card 


Economy Single-Rail Drawer Slide 


Eight precision steel ball bearings are used in each of 
the three nylon rollers on this economy single-rail 
drawer slide. Beveled flanges on the front rollers elimi- 
nate side binding, says maker. The heavy-duty plated 
track in 17”, 19” and 21” sizes has full adjustment up to 
ie Lid 


Market data. Suggested retail price of the single-rail 
drawer slide is $1.30. Offering a dealer discount of 40%, 
it is available from jobbers in semi-bulk or individual 
packages. It is an ideal item for both consumer and 
contractor sales. Penn-Akron Corp., Hardware Div., 


Dept. AL, Woodside 77, N. Y. 
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Deep Fiute Drills 


New deep flute carbide 
drills for use with high- 
speed electric drills provide 
an easier path to clear flaky 
or gummy cuttings from 
materials like tile or as- 
phalt, says maker. Actual 
drill diameters range from 
.132” to 1.535”; overall 
lengths from 2%” to 10”. 
Sizes available run from 
Ye” to 14%”. The Rawiplug 
Co., Dept. AL, 244 Peters- 
ville, New Rochelle, N. Y. 
Circle No. 213 on Handy Cover Card 





Wood Legs 


Tapered hardwood legs 
with dual-purpose base 
plates are available in nat- 
ural or deep ebony for use 
on chests or tables. Pack- 
aged in sets of four, the legs 
are made in all sizes. Fact 
card listing sizes, prices and 
features completes a mer- 
chandiser. Valued at $12, it 
costs only $1 with each $50 
order. Stanley-Judd, div. of 
The Stanley Works, Dept. 
AL, Wallingford, Conn. 
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Push-Button Spatter 


Called Vari-Krom, a mul- 
ti-color spatter paint may be 
applied right over the old 
finish without removing it. 
The application is said to 
result in a tile-tough, tex- 
tured finish that is scrub- 
bable. Eight multi-color com- 
binations are available in 
handy pint-size aerosol units 
for easy use by do-it-your- 
selfers. Vari-Krom, Inc., 
Dept. AL, 117 Grand St., 
Hoboken, N. J. 
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All-Purpose Hammer 


A new 16-ounce claw 
hammer is available with a 
nail head for regular car- 
pentry, a ball peen for sheet 
metal, a soft head for finish 
work and a knockout pin. 
A hatchet head is optional. 
Suggested retail price is 
$4.95 for hammer with 
three driving heads; $1.49 
additional for hatchet head. 
Dumas Co., Inc., Dept. AL, 
1 Jackson St., Worcester 8, 
Mass. 
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,.. the economical 
NEW way fo 
buy 


FORMICA’ 


Laminated Plastic 


Here is what the new Formica Six Pack will do for you: 


1. Provide substantial savings on purchase price. 
. Assure you of 6 sheets well matched for color 
and size. 

. Protect against sheets scratched in handling. 

. Easy, one-man handling, convenient to store. 
Write today for your free . Saves space—will stand on edge unsupported. 
copy of the Formica : . Protects from dust and keeps slip sheets in place. 
catalog of merchandising : . Stock checking and inventory is simplified. 
materials (Form S40C). It ; . No bulky ‘empty cartons. 
offers all the advertising ; 
and promotion tools you 
need to build your profits 
with Formica. 


Fabricators and sheet dealers the country over are finding 
the economical Six Pack saves time, trouble, and protects 
profits. You receive each pack just as it left the factory, 
- complete with 6 sheets of the same color, pattern, grade 
Formica Corporation - and size. 

4606 Spring Grove Ave. - On your next order, tell your Formica distributor you want 
Cincinnati 32, Ohio : the Six Pack. This economical, convenient way of pur- 
: Chasing is only available from Formica laminated plastic. 


Oa IN 


The wash-off trade mark is your assurance Laminated Plastic 
of the world’s finest quality laminated plastic. | 





product of <— CYANANMID —— 
FD-2295 





May 23, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 142 on Handy Cover Card 





HARDWARE BUSINESS 





NEW PRODUCTS 


(begins on page 70) 





Three Dehumidifier Kits 


Three new Super Hum-I-Dri dehumid- 
ifier kits are available from about 400 
wholesale lumber and supply distribu- 
tors. Known as No. 2, No. 5 and No. 10 
kits, they absorb up to 5, 12 and 24 
gallons of moisture, respectively, from 
the air. Super Hum-I-Dri consists of a 
bag of activated chemicals said to ab- 
sorb up to 12 times its own weight in 


moisture. Each kit contains a standard 
Super Hum-I-Dri, a refill and a rust- 
resistant drip pail. 

Home applications include placement 
of Hum-I-Dri pails in closets, bathrooms 
or basements. A plus ingredient, E-1, is 
a deodorizer and moth deterrent. 

Market data. Suggested retail prices 
are: No. 2 Kit, $1.69; No. 5 Kit, $3.29; 
No. 10 Kit, $6.29. Dealer sales aids 
include envelope stuffers, ad mats and 
catalog pages. Speco, Inc., Dept. AL, 
7308 Associate Ave., Cleveland 9, Ohio. 
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Grass Shears 

New Snap-Cut grass 
shears feature a_ special 
blade tension device which 
automatically adjusts the 
blades to the toughness of 
the grass. Comfortable plas- 
tic grips eliminate blisters; a 
position catch locks handles 
and blades when the shears 
are not in use. Suggested 
retail price is $2.95. Sey- 
mour Smith & Son, Inc., 
Dept. AL, Oakville, Conn. 
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NEW 
SCROLL 
DIVIDERS 


Shelving 





Has Scroll Dividers 


Predrilled scroll ‘shelf dividers boxed 
in sets of two are available in black and 
brasstone combinations. Complete with 
brass fasteners and do-it-yourself instruc- 
tions, they are 8” x 11”. 

Market data. Emco scroll dividers have 
a suggested retail price of $2.70 a pair. 
Offering a dealer discount of 40%-25% 
for 36 pair or more, they are available 
direct from maker. Minimum dollar in- 
vestment for a dealer amounts to $43.56. 
Dealer sales aids include displays and 
brochures. Emco Specialties, Dept. AL, 
300 New York Ave., Des Moines 13, 
Iowa. 
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Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 60 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Anderson, California 


ANDERSON, CALIFORNIA 
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THE VERY BEST 1S 


TEMPLIN ENGINEERED ROOF .FRAMING 


<A lwninun!aild® 


Phifer Aluminum Neils in Job-Pec Cans moke nice shelf 
hordwore — never scatter on floor or counter. They simplify 
figuring and assure that every neil will arrive at the job 
site. All of the extensive Phifer line of Aluminum Neils 
(except common, trim and oval head trailer noils) ere 
4 packed in pull string “Job-Pac’’ — 30 to a master carton. 


All nails in 25- and 50-lb. cartons 


|. ee fs 
WE ‘aaps 


i YO op 
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PHIFER WIRE PRODUCTS 


POST OFFICE BOX 9007, TUSCALOOSA, ALABAMA 


F 
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@ PERMANENT “CERAMIC” TYPE MAGNET. 
e@ POWERFUL 12 TO 15 POUNDS PULL. 

e ATTRACTIVE ALUMINUM CASE. 

e SELF-ALIGNING. 


UNIQUE CASE DESIGN 
FITS ANY DETAIL. 








The demand for a moderately priced 
magnetic catch with strong, adequate 
holding power is now met with the Ives 
No. 325! 





The versatility of application, par- 
ticularly on lip doors (shown at left*) 
whereby the case, being open both 
front and back, can be attached di- 
rectly to the frame by reversing its nor- 
mal position. Note how the case is set 
back to receive the door panel and 
yet the screw holes are forward to 
engage in the center of the frame. 





Order yours today—you'll want 
to be one of the first to sell the 
Ives No. 325 which will become 
a leader in today's market! 


AVAILABLE— 3 TYPES of PACKING 
BIN-PAK - CMP 


a tient STANDARD 


yp) MAKER'S PAK v1) 
per pas per 


THE H. B. IVES COMPANY 
NEW HAVEN, CONN. 
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The glamorous new FILUMA*® Fiberglass 
Aluminum Door that “lets light in.” 
*PAT. PENDING 





The much demanded 400's—with patented 
safety catch that prevents rebound 


Tametzle-te(-m Beles 


the finest 


is TRANTZ 


e More and more, Frantz, the ‘Lumber Dealers’ 
Door,” is also becoming the Builders’ Door! Frantz 
offers so many things to those who want the finest 
. at lowest cost— 
Variety of models—101 sizes, styles, and models of 
sectional, overhead type and rigid one-piece doors, 4 
and 5 section, panel, flush, carved. Models to fit 
every style, purse and purpose. 
Fast Installation—Prebored, pre-fitted sections. 
Easy instructions—no expert knowledge needed. 
Easy Operation—the hallmark of Frantz Doors, 
unsurpassed in the field, with exclusive advantages 
that make Frantz Doors the finest in features. 
‘Super Fine" Materials—Frantz-crafted sections, zinc 
plated hardware, precision engineered, precision made. 
¢ No wonder, why today, to more and more people 
the finest in Garage Doors is Frantz! 


Write today for details on ‘‘The Lumber Dealers’ Door.’ 


PRAIN LG 
MANUFACTURING COMPANY 
Siterlin.g.'* "fas = on Ss: 
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HARDWARE BUSINESS 





NEW PRODUCTS 


(begins on page 70) 





Folding Picnic Table Hardware 


New rustproof galvanized 1” O.D. car- 
bon steel furniture tubing and braces are 
offered for sale along with lumber from 
your stock to make a folding picnic table. 
Table tennis or model train platform 


also can be locked onto it. The rigid 
structure folds flat to a 34%” width by re- 
moving one wing nut. 

Called Lux-life, the hardware can be 





SAFE PADLOCK 


S sid 
Ui 
THE AMER AN HAR 


LANCASTER 
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specialties . . 


TOPS 
in fine 
BUILDERS’ 


HARDWARE 


A full line of quality 
hardware... 


door, sash, 
cabinet, screen, and 
.a style, 
material and finish 
for every purpose. 


. you can count 


on SAFE :for 


Flawless 
FINISH 


Prompt 
DELIVERY 
and 


Competitive 
PRICE 


and 


HARDWARE CoO. 


PENNSYLVANIA 





the base of a 30” x 1” or 2” wood top 
and 2” x 8” or 10” seats. 

Market data. Included with this do-it- 
yourself kit that ties-in with lumber and 
paint sales is a plastic bag containing 
16 “U” brackets, all necessary screws, 
bolts, nuts and instruction sheet. Wolfe 
Products, Inc., Dept. AL, 71 Elinor Ave., 
Akron 5, Ohio. 
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Gravity Pivot Centers 
Swinging Doors Easily 

Developed for gravity operation of 
swinging doors with automatic centering 
and alignment, a new pivot eliminates 
springs and irregular door closings. Ac- 
tion is claimed to be silent, smooth and 
wear-resistant as weight of door activates 
the pivot which requires a minimum of 
clearance between door and jamb to 
permit a full 180° swing. 

Bottom pivot consists of two nylon 
halves, with mating inclined-plane sur- 
faces. Top one is conventional pin and 
jamb-bracket assembly. As upper nylon 
section is rotated, it glides up the mat- 
ing surface. When door is released its 
weight causes upper section to glide 
down, rotating door to closed position. 
Door can also be held open beyond 90°. 

Market data. The gravity pivot is ideal 
for use on cafe and dwarf doors. It is 
available from hardware distributors. 
Suggested retail price is $2.25. Dealer 
sales aids include an operating model 
and circulars. Lawrence Brothers, Inc., 
Dept. AL-423, Sterling, Il. 
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Steel Hinge for Cabinet Doors 


A cabinet door hinge for %” lipped 
doors is designed to blend with any style 
of hardware decor. The steel hinge is 
styled to expose only a tiny portion of 
the hinge tip, flush with the front of the 
cabinet door. 

Market data. Catalog number of the 
hinge is C-344. It is available in either 
bright chrome or old copper finish. It 
may be ordered direct from the Medalist 
_— Div., National Lock Co., Dept. 

, 1902 Seventh, Rockford, Iil. 
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There’s a lot of valuable information 
in this 32-page Nail Catalog which 
you can use to improve your buying 
and selling methods. It shows the full 
line of top-quality USS American 
Nails . . . complete with sizes and 
special features to make ordering, 
stocking and selling easier for you. 

You'll find a type and size of nail 
listed for every purpose—Common 
Nails, Roofing Nails, Finishing 
Nails, Amering and Screw Shank 
Nails for extra holding power, Pear- 
son Coated Nails, Spikes, Staples 
and many others. 


Send for your FREE copy today 


If you haven’t already received a 
copy of this important catalog, fill in 
and mail the coupon. You’ll find the 
new USS American Nail Catalog one 
of the most comprehensive and use- 
ful quick-reference books and selling 
aids you’ve ever seen. 


USS and American are registered trademarks 


American Steel & Wire 
Division of 
United States Steel 


Columbie-Geneva Stee! Division, San Francisco, Pacific Coast Distributors 
Tennessee Coal & tron Division, Fairfield, Ala., Southern Distributors 
United States Stee! Export Company, Distributors Abroad 
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American Steel & Wire Division 
614 Superior Avenue, N. W. 


Cleveland 13, Ohio 


(] Please send me a free copy of your new USS American Nail Catalog. 


] Please have a salesman call with additional information on your line of top- 


quality nails. 


Address 





HARDWARE BUSINESS 


—— New Sales Aids 
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Wing-Ding Wall Anchors 

Wing-Ding wall anchors are one piece, 
easy to install and require a hole only 4” 
in diameter, says maker. A new blister 
pack display card is available for the 
4SL size for anchoring to dry walls, 
gypsum board or plywood 1/16” to %4” 
thick. 

Two other sizes of Wing-Ding wall 
anchors also are available: one for hollow 
doors (4SS); the other (4LL) is for 
walls %” to 144” thick. 

Market data. Wing-Ding wall anchors 
are ideal items for both do-it-yourself 
and contractor sales. A sample packed in 
the new blister pack may be obtained by 
writing to Diamond Expansion Bolt Co., 
Dept. AL, 500 North Ave., Garwood, 
N. J. 
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Offers Five Colorful 
Three-Way Assortments 

Dealers will add eye-catching colors 
to their displays when they show the 
new Larson. three-way assortments. 
Background colors of the point-of-pur- 
chase displays are blue, green, yellow, 
red and beige. They may be placed on a 
counter with the installed free-standing 


78 


legs or, with the legs removed, they may 
be hung on perforated hardboard or af- 
fixed permanently to a wall or counter. 
Perforated hardboard hooks and screws 
are furnished with each assortment. 

The Eyebolts and Turnbuckles assort- 
ments each contain 100 pieces in 10 
sizes; the “U” Bolts assortment has 50 
pieces in 5 sizes; the “S” Hook assort- 
ment has 245 pieces, both open and 
closed, in 10 sizes and the Lag Screw 
Eyebolt assortment has 105 pieces in 10 
sizes. 

The complete assortment, including 
the display and merchandise, is shipped 
in a single container. Each display has 
hooks and legs installed. Chas. O. Lar- 
son Co., Dept. AL, P. O. Box 358, Sterl- 
ing, Til. 
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Handy-Sandy Sandpaper Rack 

A 12”x12”x15” sandpaper display rack 
is offered complete with hooks to hang 
on perforated hardboard or it can be 
placed on a shelf or counter. Including 
“How-to-Sand” charts, the merchandiser 
holds full sleeves of Flint paper, Aloxite 
(aluminum oxide) paper or Garnet pa- 
per (eight each). Grit ranges run from 
extra fine to extra coarse. 

At a suggested retail price of $34.50, 
a rack with Flint paper assortment 
(eight sleeves) is sold to a dealer for 
$15.43, offering a profit from the sale of 
sandpaper alone of $19.07. Rack with 
Aloxite paper assortment (eight sleeves) 
is sold to the dealer for $44.15 with a 
suggested retail price of $86, giving the 
dealer a profit of $41.85. Rack with Gar- 
net paper (eight sleeves) is sold to a 
dealer for $38.48. Offering a dealer 
profit of $35.02 from the sale of sand- 
paper alone, it has a suggested retail 
price of $73.50. The Carborundum Co., 
Dept. AL, Niagara Falls, N. Y. 
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Durethene Plastic in a 
Self-Service Rack 


A new red, white and black self-serv- 
ice display rack, needing only to be un- 
folded to be set up, is available com- 
plete with Durethene polyethylene prod- 
ucts including drop cloths, dust covers 
and tarpaulins. 

Requiring only two square feet of 
floor space, the 42'2”-high rack makes it 
easy for a customer to select the size, 
color and gauge of the plastic he needs 
for a specific purpose, eliminating cut- 
ting, folding or packaging. Plastics Div., 
Koppers Co., Inc., Dept. AL, Koppers 
Bldg., Pittsburgh 19, Penna. 
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Mounts Tiny Lock on Card 

Twelve bright blue and yellow cards, 
each holding one of the % ”-wide locks, 
are mounted on a brilliant red pull-off 


12” card features a large 
price ball, butterfly hole for hanging and 
a sturdy easel for counter display. Slay- 
maker Lock Co., Dept. AL, 115 So. West 
End Ave., Lancaster, Penna. 
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HARDWARE BUSINESS 


Special Offers 


Tooltime 1960 Promotion 


Bonus offers, bargain prices and brand- 
new products are all part of a special 
tool promotion Millers Falls Co. is con- 
ducting through June 30. 

Three new heavy-duty portable elec- 
tric saws, 84%”, 7144” and 6%”, are of- 
fered at regular prices with free $15 val- 
ue bonuses consisting of heavy-gauge 
steel carrying cases and 9” rip guides. 
The No. 360 Jig Saw also is offered at 
its regular price with a free Bench Stand 
Table worth $5.95. 

Price reductions up to $5 apply on a 
6%” standard duty saw and six popular 
hand tools. 

New Nos. 830 and 840 Belt Sanders 
(3”-% hp and 4”-1 hp) incorporating 
16 special features also are being intro- 
duced during Tooltime 1960. 

Dealer sales aids during Tooltime in- 
clude national advertising, displays, a 
special cooperative advertising plan and 
advantageous buying terms. Millers Falls 
Co., Dept. AL, 57 Wells St., Greenfield, 
Mass. 
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Seven Tool Sets at Low Prices 


Oxwall Tool Co. is offering seven tool 
sets, all made in the U.S.A., at reduced 
prices during its 22nd Anniversary Sale 
ending July 31. 

The Rubber-Grip Handle Screwdriver 
set shown in photograph above has the 
same high quality standard found in the 
other six tool sets. Blades are made of 
hardened and tempered tool steel, fully 
magnetized and nickel-plated. Special 
retail price is $2.49. 

The other six tool sets offered at low 
prices include: 8-piece home-and-auto 
wrench set; 6-piece flex socket set; 10- 
piece screwdriver set; 3-piece chisel set; 
hammer-screwdriver set combination; and 
a 10-piece ratchet socket set. Oxwall Tool 
Co., Ltd., Dept. AL, 401 Park Ave. So., 
New York 16, N.Y. 
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TRACK NO, 201—H%" X 1%” 


rT 


STOP NO. 40—K" X 1%” TRACK NO, 200%" X 1%" 


From ILCO... 

77 DIFFERENT PATTERNS OF 
PHILIPPINE MAHOGANY 
MOLDINGS 


FULL ROUND NO. 90~14" 


ROUND NO. 70 
"x" 


HALF ROUND NO. 80-4" X I” 


CASING NO. 11%" X 24” 


CAPPING NO. 120—"Vie" X 1” 


CASING NO. 15—"%e" X 24” CORNER NO. 50-1" X I” 
When we say we offer the widest selection of Philippine Mahogany 
moldings, we mean it—77 different patterns, enough to do any job 
however unusual. And additional patterns are constantly being added 
to the Ilco line. 

Like all products of Insular Lumber (world’s oldest and largest 
producer of Philippine Mahogany), Ilco moldings are solid hardwood. 
They are thus rich looking and elegant; they add a touch of genuine 
distinction to all interiors. Also important: Ilco moldings require no 
sanding and they take all types of finishes easily and beautifully, 
so much so that they can be closely matched to any other wood. 

Like Ilco paneling and siding, Ilco moldings convey unmistakably 
a feeling of genuine quality. And despite their superiority, they actu- 





ally cost very little. 


UNITED STATES 


ALABAMA—Birmingham 
Griffith-Coker Lumber Co., Inc. 


CALIFORNIA—San Francisco 
Davis Hardwood Co. 


COLORADO—Denver 
Frank Paxton Lumber Co. 


HAWAII —Honolulu 
American Factors, Limited 
Shuman Hardwood Lumber Co. 


ILLINOIS—Chicago 
Frank Paxton Lumber Co 
Columbia Hardwood Lumber Co 


1OWA—Des Moines 
Frank Paxton Lumber Co. 


MASSACHUSETTS—Charlestown 
Winde-McCormick Lumber Co 


MISSOURI—Kansas City 
Frank Paxton Lumber Co. 


NEW HAMPSHIRE—Nashus 
Gregg & Son, Inc 


NEW JERSEY—Camden 
Du Bell Lumber Sales Co. 


NEW MEXICO—Albuquercue 
Frank Paxton Lumber Co 


NEW YORK—Brooklyn 
Anchor Sales Corporation 
Black & Yates, Inc 

—Eden 


Griffith-Coker Lumber Co., Inc. 


(P.O. Box 478) 


NORTH CAROLINA—Greensboro 
Brown-Bledsoe Lumber Co. 


PENNSYLVANIA—Philadeiphia 

Fessenden Hall Plywood, Inc 
Pittsburgh 

Germain Lumber Corporation 


TENNESSEE—Knoxville 
Griffith-Coker Lumber Co., Inc 


TEXAS—Fort Worth 
Frank Paxton Lumber Co 
Midland 
Frank Paxton Lumber Co 


WASHINGTON—Seattle 
Matthews Hardwoods, Inc 

WISCONSIN— Milwaukee 
Frank Paxton Lumber Co 


CANADA 
ALBERTA—Edmonton 
Fyfe Smith Hardwood, Ltd 


Calgary 
Fyfe Smith Hardwood, Lid 


BRITISH COLUMBIA—Vancouver 
J. Fyfe Smith Co., Ltd 


ONTARIO—Toronto 
Robert Bury & Co. (Canada) Ltd 


QUEBEC—Montrea! 
Robert Bury & Co. (Canada) Lid 


WRITE FOR FREE CATALOG 
All-new illustrated catalog of the entire 
Ilco line, with special emphasis on moldings 


PANELING + SIDING » MOLDINGS « FLOORING « TRIM « ROUGH & SURFACED LUMBER 
INSULAR LUMBER 
SALES CORPORATION 


1405 LOCUST STREET, PHILADELPHIA 2, PA, 


ED; 
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MANAGEMENT WORKSHOP-IN-PRINT 


Why Good Men Quit 
—And How to Prevent It 


(Second of two installments) 


The following answers to a perplexing management problem were ob- 
tained and analyzed from our management workshops for building ma- 
terials dealers. The first installment, published in your May 9, 1960, A. L. 
& Building Products Merchandiser, covered reasons why good men quit as 


as result of owner's direct responsibility—A.A.H. 


BORDERLINE THINGS YOU MAY NEED 
HELP IN CORRECTING 


1, 


Not getting a raise 
Give him the increase his merit deserves 


. Unsatisfactory compensation plan 


Check competitive and neighbor’s plans—take justi- 
fied action 


. Slow advancement 


Periodic review of progress with suitable action 


. Family pressures 


Have a visit with the family 


. Wants to retire 


Offer part time work 


. Getting married 


Analyze problem—get acquainted with spouse 


. Too many bosses 


Fix the organization chart 


. Going into business for himself 


Weigh the consequences realistically 


. Leave for a better job 


If better, real opportunity than you can provide, 
wish him “God speed” 


. Lack of fringe benefits 


May be necessary to get on the band wagon 


. Wants more formal education 


Show him he can have this and a good job too 


. Racial considerations 


Frank talk 


. No wage incentives 


Proper incentives increase volume, lewer costs, im- 
prove quality, add profit! 


. Lack of bonuses 


Study other systems and apply what is profitable 


. For or against unions 


Frank talk 


. Poor transportation 


Dig for answers 


. Lured away by friends 


Outsell them 


. Inferiority complex 


Empathy and communication 


19. Superiority complex 


Communication and empathy 


THINGS YOU CAN DO LITTLE OR NOTHING ABOUT 


] 


I 
2 
3 
4 
5 
6. 
7 
8 
9 
0 


Leaving the community 
. Military service 

. Other employment 

. Change in health 

. Domestic problems 


Income tax considerations 


. Wants different climate 

. Housing conditions 

. Educational facilities for children 
. Religious bias 


Jt is hoped that a dealer with this problem will— 


(1) find here the way to save valuable employes who want 


to quit, and 


(2) be able to anticipate and prevent such a development in 


some cases 
Art Hood 


cena 


Know Your Break-Even Point 
Would you like to know your break-even point for the fiscal 


year 1960? 


Any dealer who will send me his year-end financial and 
operating statement will receive from me an estimate of 
this year’s break-even point, based on last year’s figures 


and performance.—A. A. H 


May 23, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 
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GUARANTEED 
UNDERLAY MENT 
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SMOOTHER SURFACE AT LOWER COST 


Granite Board is a smooth, micro-sanded underlay- 
ment for floor coverings. It is free of knots, patches 
and grain defects. It eliminates ‘show through”’ irregu- 
larities and cracks in wood floors and sub-floors. Per- 
formance guaranteed. Offered at a low, low price. 


Granite Board is made from thermosetting resin- 
bonded particles of Eastern White Pine. It is excep- 


750 Third Avenue, New York 17 ° 
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3641 So. Washtenaw Avenue, Chicago 32 ° 


af 


tionally uniform, micro-sanded to + 0.100”. Needs 
no filling or patching. Insulates. Reduces noise trans- 
mission. Resists indentations. Increases cushioning. 


Granite Board can be sawed, planed or routed. Nails 
firmly. Screws easily. Will not split. Why not offer 
Granite Board to your customers? Contact your near- 
est National office for full details. 


tonal 
STRUCTURAL PRODUCTS 


NATIONAL STARCH and CHEMICAL CORPORATION 
87 Haynes Street, N. W. Atlanta 3 
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Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill 
Phone: Fi 6-7788 





HELP WANTED 











DETAILERS—Experienced in shop drawin; 
for all types of Architectural Millwork. 
Please give age, sapeenes. availability and 
— le of drawings, if possible. Permanent 

oyment. Salary commensurate with 
abi ity and excellent —— 
| mond years old midwestern Address 

L-40 erican Lumberman & Build- 
ay Products Merchandiser. 





Building Material Sales 

The Insulite Division of the Minnesota and 
Ontario Paper Company offers rewarding 
sales career opportunities for young men 
(ages 26-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
seeking men with proven sales ability whose 
present positions may not offer sufficient 
challenge or opportunity for advancement. 

New men are paid on salary during an in- 
itial training period and upon territory as- 
signment are compensated on a salary plus 
bonus basis. In addition, these positions offer 
exceptional employee benefits paid for by 
the company. Car furnished. 

Write Don Lindert, Minnesota and Ontario 
Paper Co., 500 Investors Bldg., Minneapolis 
2, Minn. 





WANTED 
Experienced Retail Lumberman with esti- 
mating and sales ability in suburban area 
of Kansas City, Mo. Must be friendly and 
able to get along with others. There is a 
good opportunity in this fast growing loca- 
tion for the right man. Please state age, 
education, Church, experience, and salary 
desired. Address Box M-52 American Lum- 
berman & Building Products Merchandiser. 





Experienced Retail Lumberman—Man with 
management experience, sales promotional 
ability. Right man will have possibility of 
earning interest in this corporation. Salary 
plus profit sharing basis. State La egg 
and experience record. Address Box M-55 
American Lumberman & Building Products 
Merchandiser. 


82 





SITUATIONS WANTED 








BUSINESS FOR SALE 











Years of experience in architectural mill- 
yos—ge7 capacity. reference. Ad- 
dress M-41 American Lumberman 

Building "Products Merchandiser. 





Bookkeeper, familiar lumber terms, have 
reference distribution yard, consider other. 
ave been self emplo for some time. 

Middle age. Address x M-31 American 

, "ara & Building Products Merchan- 
ser. 





Successful and experienced Oregon whole- 
saler desires to incorporate with various 
Retail Lumber Dealers on a corporate basis 
to form a mutually beneficial centralized 
buying office for West Coast Lumber items. 
All replies will be held in strict confidence. 
Address Box M-47 American Lumberman 
& Building Products Merchandiser. 





EXECUTIVE 
General Manager Available—Line Yard op- 
erations or large retail operation—Merchan- 
g and Sales PB nn ge 1 ply + noe 
purchasing. Age 44 years. 12 years Manage- 
ment Board ~— ence and can produce 
results. Salary & Profit sharing. Address 
Box M-53 American Lumberman & Build- 

ing: Products Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











Need experienced territory salesman for 
hardware business to travel in Oswego 
county contacting dealers already estab 
lished. Drawing account against commission. 
Write or phone George H. Baker, W. W. 
Conde Hardware Co., Watertown, New York. 


Building Material Business seqecl hig ex- 
panding resort area of = eS ichigan. 
A profitable operation with best of yrempes 

Ample opportunity for ex ion. ioral 
for home improvement pt., contracting, 
ato Large, modern salesroom and ware- 
ouses. Private —- Owner must retire. 
Will sell all, or and equipment ey 
and lease land A. buildings. Address 
M-43 American Lumberman & Building 
Products Merchandiser. 





Profitable Florida Retail Lumber Yard in 

$360,000.00, Inventory 
$30,000.00. Land and buildings reasonable 
with terms. The Inventory Cash. No brokers, 
give references. Address Box M-50 Ameri- 
can Lumberman & Building Products Mer- 
chandiser. 





FLORIDA LUMBER YARD 
Located in rapidly growing South Florida 
Town. Inventory about ,000.00. Land and 
Building and ilroad Siding $6,000.00. In- 
ventory Cash, Land and Buildings 29% bal- 
ance two years. Will deal with principals 
only. Furn financial references. Address 
Box M-48 American Lumberman & Building 
Products Merchandiser. 





LUMBER YARD FOR SALE 

Due to death of major stockholder. Modern 
lant on 5 acre site in stable, Northwestern 
llinois community of 100,000. Sales in 1959 
were $700,000.00 with 27% gross margin. Full 
particulars to qualified enquirers. Address 
Box M-54 American Lumberman & Build- 
ing Products Merchandiser. 





MISCELLANEOUS FOR SALE 











Established wholesaler of imported build- 
ing materials in Central Atlantic Area with 
marine terminal and warehouse has open- 
ings for established commission men in Vir- 
ginia, West bln qn North Carolina, Ken- 
tucky, Tennessee, and South Carolina. Write 
in detail as to territory covered and lines 
carried. G. SAPPERSTEIN CO., 1621 
THAMES ST., BALTIMORE 31, MARYLAND. 





BUSINESS FOR SALE | 








FOR SALE—Lumber yard Paint and Hard- 
ware in Alaska. Average Gross $90,000. Ideal 
for man and wife. Terms. Address Box K- 
62 American Lumberman & Building Prod- 
ucts Merchandiser. 





FOR SALE 


Planing mill and sane. Up to date, all 
electrical. Power conveyors and Green chain. 
Sawdust burner. Building two trucks, two 
hysters. Located Denver, Colorado area on 
20 acres of leased ground with portable saw 
mill backed approximately eight million 
feet Spruce imb PF ey 000 feet 
daily, one shift. Address Box M-30 Ameri- 
can Lumberman 43 Building Products Mer- 
chandiser. 





FOR SALE—Lumber & Build Materials 
Yard in Southwestern Michigan. After thirty 
five years owner wishes to retire. Sell or 
lease buildings and land, inventory at mar- 
ket, high five fi 2 yal —— otential 
for a eo. M-45 Ameri- 
can Lumberman y Building “products Mer- 
chandiser. 





Well established retail lumber, paint, and 
hardware business located on the main street 
of a county seat town near Denver. Ample 
off street parking. With experienced capa- 
ble management, annual sales _ potential 

,000.00. Estate settlement. Will sell or 
lease equipment and improvements to re- 
about 45,0 a. Inventory at market 


Bw cng farold F. Collins, Att’y. 
418 Symes Bldg. 
Denver, Colorado 


CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis i, Minn. 





TIMBER FOR SALE 


For sale or lease 27,000 
acres. Finest timber & timber 
lands. Established Quail — 
North Central Flori 


Address Box M-29 American Lumberman & 
Building Products Merchandiser. 





BUSINESS OPPORTUNITIES 








FRANCHISES WANTED 


Established wholesale building materials 
distributor operating in western Washington 
and Alaska considering additional lines with 
exclusive franchise for Alaska. Firm is well 
financed, has experienced personnel and 
warehousi facilities. Address Box M-49 
American Lumberman & Building Prod- 
ucts Merchandiser. 





Successful and experienced Oregon whole- 
saler desires to corporate with various 
Retail Lumber Dealers on a corporate basis 
to form a mutually beneficial centralized 
buying office for West Coast Lumber items. 
All replies will be held in strict confidence. 
Address Box M-51 American Lumberman 
& Building Products Merchandiser. 





BUSINESS OPPORTUNITY: 

Rare opportunity for aggressive lumberman. 
Absentee owner will sell all or part interest 
in two small yards in farming and resort 
area of Michigan. Would consider profit 
sharing basis to qualified party. Normal in- 
ventory, good buildings and equipment. P. 
O. Box 388, Marquette, Michigan. 
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‘‘Have You Overlooked This?’’ 


The following manufacturers were carried 
in the May 9 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 
American Optical Company 70 

Satisfaction guaranteed on the AO H-R-R 

Color Test. 
Barrett Div., Allied Chemical Corp. .... 11 

Get complete information about Barrett 

aluminum roof coatings. 


Bennett Mfg. Co., Richard C. 
Write for literature on 2-Way Panel Saw. 
Brown & Co., Geo. C. 
Folder on Brown's “‘Supercedar”’ 
upon request. 


Bruce Co., E. L. 
Supplies samples, prices and literature on 
Bruce Laminated Oak Blocks. 
Deniston Co. 
Offers literature and price information on 
“Denco” lead-head metal roofing nails. 
DeVac, Inc. 60 
Furnishes full information on DeVac Glass 
Walls program for building supply 
dealers. 

Dexter Lock Div. 1 
New replacement Lockits are individually 
packaged, 10 to a self-selling carton. 

Di d Expansi Bolt Co. 
Write for a sample of Diamond's “ 
Ding” hollow wall anchors. 


Dicks-Armstrong-Pontius, Inc. 
Get details on DAP “Free Case” special 
to introduce new vinyl paste spackling. 
Erickson Power Lift Trucks, Inc 43 
Catalog offered on Erickson Fork & Plat- 
form lift trucks. 


Fastener Corp. 

Numerous sales aids available for ‘“Duo- 
Fast” gun tacker, hammer tacker, and 
staples. 

Flintkote Co. 

Write for details on prices of Alcoa’s new 
aluminum siding sold nationally by 
Flintkote. 

Formica Corp. 

Get your free sample of Formica “Flake- 

board.” Write today. 
Gerrard & Co., A. J. 

Free new catalog offered on Gerrard pro- 
ducts including Oval steel strapping 
machine. 

Hines Lumber Co., Edward 

Samples and information offered on John 
Day Pre-cut Trim, and precision joined 
millwork. 

Homasote Co. 

Offers free cost-reduction analysis on 
YOUR blueprints. 

Hyster Co. 41 

Literature available on Hyster trucks de- 
signed for 5 and 6 ton loads. 

Independent Lock Co. 

New “Ilco” Jimmyproof Deadlock has ex- 
clusive maximum security feature. Write 
for details. 

Inland Steel Products Co. 

Price lists offered on ‘“Milcor” 
cess doors. 

Insulation Board Institute 

For information on Package Salesman 
contest, circle #21 on handy cover 
card. 

Insulite Div. 

Get full details on the business building 
potential of Insulite sheathing, ceiling 
tile and related building materials. 

Kaiser Aluminum & Chemical Corp. 

Now available—Kaiser ‘‘Twin-Rib”’ roof- 
ing and siding. 

Libbey*OwenseFord Co. 50 

Makes available free booklet containing 
plans for glass display racks. 

Louver Mfg. Co. 

Write for information on new Beauty- 

Line aluminum shutters. 
Macklanburg-Duncan Co. 19 

M-D Door Grilles available in 3 rust-proof, 
tarnish-proof lifetime finishes. 

Maze Co., W H. 2 

—— available on Maze Stormguard 
nails 

Minnesota Paints, Inc. 

Additional information on Color Studio's 
complete color planning center availa- 
ble upon request. 

Orangeburg Mfg. Co. 

Write for Circular SA44 showing free 
signs and sales aids available about “Sil- 
ver Band” pipe 

Pierce & Stevens Chemical Corp, 

Free sales aids on hand for 

self-rubbing wood finishes. 
Progress Mfg. Co. 

For information on Progress outdoor lights, 
controls, and Nite Guard use handy 
cover card. 


8 
available 





steel ac- 


57 
“‘Woodlore”’ 


Quaker State Metals Co. 45 

Folder supplied showing complete line of 
metal building products. 

Richards-Wilcox 

Complete information on R-W hardware 
for sliding doors available. Also free 
catalog. 

Ruberoid Co. 5 

“Do-It-Yourself” Floor Tile Kit—do-it- 
yourself profit for dealers. 

Ruberoid Co. 
Self-sealing 
request. 

Spenser Kellogg & Sons, Ine. 

Offers sales aids plus information on mer- 
chandising program to increase linseed 
oil sales. 

Sterling Factories 

Catalog and dealer price lists available on 

Sterling Factories aluminum products. 
Structural Slate Co. 

4-color brochures stimulate interest in 

“Packaged Slate Patio.” Write for details. 


shingles—information upon 


ADVERTISERS’ 


Tamms Industries Co. 

Write for information on Tamms Triple 

Treasure Program. 
Tennessee Stove Works 

Prices and folder on the 1960 line of Mod- 
ern Maid gas and electric built-ins of- 
fered. 

Timber Engineering Co. 84 

Get free booklet—* ‘Design and Use of 
Teco Trussed Rafters.” 

Turn-A-Bore 

Use handy cover card to secure informa- 
tion on rn-A-Bore automatic truss 
cut machine. 

Warp Bros. 

Product information and prices furnished 
for Warp’s “Coverall,” black or clear 
Polyethylene. 

Welsh Plywood Corp. K 

Welsh invites you to ‘get the facts’ on 
how to get on top of the remodeling 
market with the “‘PlyWelsh”’ line. 

Zonolite Co. $ 

Free booklets supplied on Zonolite water- 

repellent masonry filll insulation. 


INDEX 





Acme Quality Paints, Inc. 
Allied Chemical Corp., 

Barrett Division .. 
American Steel & Wire, 

Div. of U. S. Steel .. 
Appalachian Hardwoods 
Armstrong Cork Co. ivan 
Azrock Floor Products Div., 

Uvalde Rock Asphalt Co. 


Barrett Division, 

Allied Chemical Corp. 
Bird & Son, Inc. ee eS 
Black & Decker Mfg. Co., The 
Bradley-Southern Div., 

Potlatch Forests, Inc. 
Bunyan Lbr. Co., Paul 


CARADCO, Inc. 
Cohn-Hall-Marx Co. 
Colorado Fuel and Iron 
Corp., The mae 
Columbia- Geneva ‘Steel Div. 


Dodge Corp., F. W. 
du Pont de Nemours & Co., Inc., E. I. 


Evans Products Co. 
Exchange Sawmills Sales Co. 


Firestone Tire & Rubber Co., The 
Flintkote Co., The 

Formica Corporation, Sub. of Cyanamid 
Frantz Manufacturing Co. 

Friden, Inc. 


Hamer Lbr. Sales, Inc. eo 
Heatilator Div., Vega Industries, Inc 
Hertz Truck Lease Service 


Inland Steel Products Co. 
Insular Lbr. Sales ene 
Ives Co., The H 


Knape & Vogt Mfg. Co. 


Lee Millwork Corp. 
Linseed Oil Products Corp. 
Lober & Associates, M. 
Lufkin Rule Co., The 


MacDonald’s Singer Beach Villas .. 
Marlite Div. of Masonite Corp 
Mauk Lbr. Co., The C. A. ... 
Mauk Seattle Lbr. Co. 

McCloskey Varnish Co. 

Minnesota Mining and Mfg. Co. 
Multiplex Display Fixture Co. 


National Cash Register Co., The 
National Hardware Corp. ‘ 
National Manufacturing Co. ..... 
National Starch & Chemical Corp. 
Nova Sales Co., Sub. of Homasote Co 


Parker Hardware Mfg. Corp., 
Phifer Wire Products 
Pickering Lbr. Corp. . 
Pittsburgh Plate Glass Co 
Pratt & Lambert, Inc 


Red Cedar Shingle Bureau ... 
Republic Steel Corp., Truscon Div. 
Roddis Plywood Corp 

ReOeW Sales Co. 


Safe Padlock & Hardware Co 
Southern Screw Co. .. ‘ 


Tarter, Webster & Johnson, Inc. 
Templin Associates, Inc 
Tennessee Coal & Iron Div. 
Trinity White Cement 
Turnbuckles, Inc. .... 
Twin-Tilt Truck Co. 


U. S. Steel Corp. 

U. S. Steel Export Co 

Universal Atlas Cement, 
Div. of U. S. Steel ... 


Vega Industries, Inc., Heatilator Div 


Wolfe Products, Inc. 
Wood Conversion Co. 
Wood-Mosaic Corp., 
Wood Products Co. 


Parkz Ly “Div. ‘y 








MANUFACTURERS 


Since 1879 





EXCHANGE SAWMILLS Sales Co. 


SOUTHERN and WESTERN WOODS 


Yoncalla Lumber Co. 
Douglas County, Oregon 


928 Grand Ave.—Room 1400 
Kansas City 6, Mo. rwx xc. 


DISTRIBUTORS 


Representing: 
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Do it today. Tomorrow there may be a law against it. 


* * * 


An old lady was overheard saying, “They'll never get me in 
an airplane. Flying is against nature. I’m going to stay right 
here on the ground and watch television like the good Lord in- 
tended me to.” 


ca * * 


Somebody says you can’t blame nudists for being the way 
they are. They were born like that. 


* * * 


Overheard outside campaign headquarters. “It’s like this, 
Dolly. The rich people want Mr. Nixon. I’m not rich but I fig- 
ure they’ve got more sense than I have. So, I’m going to vote 
for Mr. Nixon—f it’s a nice day.” 


* * * 


“I’m a self made man, but if I had it to do over again I'd call 
in someone else.” 


* x * 


Some things just go together. There’s ham and eggs, love 
and marriage, whisky and soda, lumber quality and MAUK. 

So that’s how it is. Don’t fight it. Get with it. Get your stock 
from the MAUK Lumber Co. 


* * * 


Simple Celia says the modern girl doesn’t care what she 
drinks as long as she has a millionaire for a chaser. 


* ae * 


The man had a soft spot in his head for his bright and shiny 
new sports car. Ever since he’d picked it up he spent all his 
waking hours driving it around town and polishing it. 

His neglected wife finally had all she could take so she faced 
him with the subject. “This has gone far enough, Chuck,” she 
said. “Which do you care for more, me or your old new sports 
car?” 

Without a moment’s hesitation and without breaking the 
rhythm of his polishing strokes Chuck replied, “Darling, that 
depends exactly on whether it’s daylight or bedtime.” 


* ae * 


Do You Know What Dep’t: 

Do you know what a grape is? Wine in pill form. 

Do you know what a turnip is? A plant that can’t be beet. 

Do you know what’s positively peachy? Any product sold 
by the MAUK Lumber Co., of course. 


* x * 


MAUK Seattle Lumber Co. 


Seattle, Washington 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 


’ 
6 
<> 
= 
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HARDWARE BUSINESS 


New Literature 


Time-Saving Card—See Back Cover 


A new 48-Page “Home Painting and Color Guide” contains 
the principles of decoration by color groups and numerous 
suggestions for using color to beautify the home inside and out. 
Fifty-four rooms and 35 house exteriors are illustrated in 
full color. With each illustration the type of paint used is 
given together with its color name. Copies of the guide are 
available at 10¢ each. Finishes Div., E. I. du Pont de Ne- 
mours & Co., Dept. AP-64-AL, Wilmington 98, Del. 

Circle No. 230 on Handy Cover Card 


_ The advantages of Arrow Ceiltile Staples are fully described 
in a new envelope stuffer. Photographs show how best instal- 
lation results may be obtained with the staples. Also included 
are trade-marks of major ceiling tile manufacturers who 
have approved the Ceiltile staple for installing their own prod- 
ucts. For free copies of the stuffer, write to Arrow Fastener 
Co., Dept. AL, 1 Junius St., Brooklyn 12, N. Y. 

Circle No. 231 on Handy Cover Card 


A two-color, eight-panel folder fully describes the step-by- 
step methods of finishing and refinishing wood floors. Fifteen 
pictures show each stage of the sanding and polishing opera- 
tion. A table specifies the correct floor sanding paper and 
pad needed for each phase of the job. For a free copy, write 
Behr-Manning Co., div. of Norton Co., Dept. AL, Troy, N. Y. 

Circle No. 232 on Handy Cover Card 


Hand Hacksaw Blades. A new two-color folder illustrates 
and describes the Atkins’ line of hand hacksaw blades. In- 
cluded are specifications for Atkins’ new Silver Streak all-hard 
and flexible back blades; Silver Steel Tungsten power blades 
and Standard alloy steel blades. Atkins Saw Div., Borg-Warner 
Corp., Dept. AL, 402 So. Illinois, Indianapolis 9, Ind. 

Circle No. 233 on Handy Cover Card 


Outdoor Lighting. Lanterns, post lights and entryway fix- 
tures are featured for outdoor home illumination in “Inspira- 
tion Lighting,” a new 66-page color catalog and lighting idea 
guide. Overall theme of the new 1960 Moe Light catalog is 
“Visions of Beauty—Fashions in Light.” Thomas Industries, 
Inc., Moe Light Div., Dept. AL, 207 E. Broadway, Louisville, 
Ky. 

Circle No. 234 on Handy Cover Card 

A new set of build-it-yourself plans for projects for better 
outdoor living now is available. The plan sets (GT-15) con- 
tain plans for eight ditferent projects such as a low garden ta- 
ble, a sturdy vine support, window box and garden tool car- 
rier. The set sells for 25¢ per copy, postpaid. Write PD-AL, 
Stanley Tools, div. of The Stanley Works, Dept. AL, 111 Elm 
St., New Britain, Conn. 

Circle No. 235 on Handy Cover Card 


Home Gardening Handbook. A new 24-page illustrated 


booklet provides the home gardener with simplified tests for soil 
composition and deficiencies, diagnosis of “sick” soil and plant 


.symptoms and do-it-yourself remedies for better lawns and 


gardens. Copies of the booklet may be obtained free of charge 
by writing Bolens Products Div., Food Machinery & Chemical 
Corp., Dept. AL, Port Washington, Wis. 

Circle No. 236 on Handy Cover Card 


A new lawn tool catalog shows the complete Gardex line of 
products for lawn maintenance including the new Finecomb 
Sweep-rake, the King-size Sweep-rake in three sizes and the 
Rotary Grass Shears with patented barrel roller. Dealers may 
obtain the catalog by writing Gardex, Inc., Dept. AL, 514 
N. Carroll, Michigan City 1, Ind. 

Circle No. 237 on Handy Cover Card 


Non-Shrink Grout. A 16-page bulletin describes successful 
grouting techniques with Embeco non-shrink grout. The 
bulletin outlines and illustrates common methods of grouting 
different types of equipment, the mixing and placing of grout 
and cold and hot weather grouting. Information on recom- 
mended mixes and estimating tables plus actual installations 
also are included. A free copy of the Bulletin E-ld may be 
obtained by writing to The Master Builders Co., Div. of Amer- 
ican-Marietta Co., Dept. AL, Cleveland 3, Ohio. 

Circle No. 238 on Handy Cover Card 
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THESE 8 WORDS GUARANTEE YOU BIG PROFITABLE POWER MOWER BUSINESS: 


“YOU MUST MAKE MONEY! 
OBER GUARANTEES YOUR SALES!” 


| \ ___@Here’s the big seller with the sensational feature that's 
oa generating traffic and volume for Lober dealers everywhere ! 


NEW! SUPER DELUXE 1960 POWER MOWER WITH 
EXCLUSIVE IMPULSE SELF-STARTER! 


@ Big 25-inch (Swath Cut) 3 HP @ Big 22-inch (Swath Cut) 3 HP 













REVOLUTIONARY IMPULSE SELF-STARTER 


LOOK— — 
MODEL IDFP— No backbreaking to start— 
our 4 saves the heart— mm) NEW war! 


with Impulse Starter 
(in 25 inch, 3 HP and 
22 inch, 3 HP sizes) 


JUST WIND AND START! 
NO CORD TO PULL TO START ENGINE! 








Check These Lober Features 




















































BIG TICKET! BIG VOLUME! SRSA SE SRS 
BIG SALES GUARANTEED! CSE SE: Against The Features On Your Mowers! 
EED! ») No Guesswork With i «s look Underneath Where It Counts! 
° : : Mowers ya Only Lober Power Mowers Give You ALL These 
@®No Problems With Complaints! C onan eanaeemens 5D) Unbooteble in hae ot este hee cer Prices! 
@ You Get Top Quality Power YOUR SALES! af Y oY Y of 
@ Mowers That You Would Pay RISK OF LOSS iS ELIMINATED! « ; en 
Double For Elsewhere — at REGUS TREES TS } Ue of 4 Vv 
Lober’s Unbeatable Low Prices ¢ — Imeintorced corners | Four adjustable New Silent port and Stop Gas 
=“ CAS ee re ~ guarantee added cutting heights | Muffler cuts down Throttle Contro! on 
ee and . RO bet irritating noise as 
@ WE GUARANTEE YOUR "4 rf A Y i 
Mr. Buyer, Now You Can Assure Your Customers renee 
CUSTOMERS’ SATISFACTION! comple saison at la te ge Geccconia ) areeeet 
; Every Leber mower iranaction OMO | 8s. || MU trae 
NO WAIT FOR DELIVERIES! , must be profitable te you! Firestone Semi- aoe compression shaft! ust ip 
@ ORDER NOW . . . Start Making Big Money ¥ PR ye Bcliay varead 10m focumatic Tes. Joviggsk iratton | SOrngsoncach [2 shear fala 
Right Away! Remember, Only Lober Gives you Guar- a1 : on oid ae ss atty-sealed double newertul Prossium Prscce den replace! 1 ay | 
Na"Smer Menulecurer Con’ Make This Siclenent! GEC C ESS Re) [seems | tenes I Seon 










WE FEATURE DuPONT HI-BAKED 
ENAMEL FINISH, EVEN THOUGH COMPETITIVE 
PAINTS WOULD COST FAR LESS! 










MODEL D— \ 
Biue Ribbon DeLuxe 

22 inch, 21/2 HP \ 
25 inch, 3 HP : 


MODEL S— 

HI LO STANDARD 
22 inch, 22 HP 
25 inch, 3 HP 






MODEL R-60— 
MODEL DFP— Mr. ef 
ous George ee a RNa 
Serer Betere 18 inch, 2 HP e r MAIL COUPON NOW! “[.523%0-7 
22 inch, 242 HP 22 inch, 3 HP | M. LOBER & ASSOCIATES | 
25 inch, 3 HP | 7 Central Park West, N. Y. C. 23 


f Gentlemen: YES! | want guaranteed sales and | 

| guaranteed customer satisfaction! Please | 

a | rush me full information, immediately. | 
Pa eee sk ssabbavccdesescdses | 

° AND ASSOCIATES |." | 


Sa. os PRR eat asa Rrentarsarnctnrcasevsceeees 


An's 504 o Caecda tb dG kp swessdensace ! 

The World's Largest Producers of Power Mowers pt ee oe PE TIN nook since cccucésccccess | 
ipments m withia s 

7 CENTRAL PARK WEST, N.Y.C. 23,.N.Y. JUdson 6-2117 oi Papal’ 60 vier aedes city LRA tee aoa Zone.... State...... ! 
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Use This Handy 
Cover Card... 


to get details fast on the latest new products, 
sales aids, equipment and helpful literature. 


Fasiest to use - 





| Slay Competitive. . . 





Keep the card folded out as you go through the 
magazine. Circle the numbers on items useful for 
your business. 


Mail the completed card and we will rush the 
inquiry to the manufacturer. No postage is re- 
quired. 


. 


+ 


This card good until September 1, 1960 
Advertised Products 


1 
14 
27 
40 
53 
66 
79 
92 


2 
15 
28 
4} 
54 
67 
80 
93 


3 
16 
29 
42 
55 
68 
81 
94 


4 5 
17 18 
30 31 
43 44 
56 57 
69 70 
82 83 
95 96 


6 7 8 9 
19 20 21 22 
32 33 34 35 
45 46 47 48 
58 59 60 61 
71 72 73 74 
84 85 86 87 
97 98 99 100 


105 106 107 108 109 110 111 112 113 
118 119 120 121 122 123 124 125 126 
131 132 133 134 135 136 137 138 139 
144 145 146 
157 158 159 160 


147 148 


149 150 151 152 


10 
23 
36 
49 
62 
75 
88 
101 
114 
127 
140 
153 


MAY 9, 196! 


11 
24 
37 
50 
63 
76 
89 
102 
115 
128 
141 
154 


12 
25 
38 
51 
64 
77 
90 
103 
116 
129 
142 
155 


New Products, Sales Aids, Equipment, 
and Literature 


201 
214 
227 
253 


279 


202 203 
215 216 
228 229 230 231 
240 241 242 
254 255 
266 267 268 
280 281 


204 205 
217 218 


243 244 
256 257 


282 283 


206 207 208 209 
219 220 221 222 
232 233 234 235 
245 246 247 248 
258 259 260 261 


284 285 286 287 


210 211 212 
223 224 225 
236 237 238 
249 250 251 
262 263 264 
269 270 271 272 273 274 275 276 277 
288 289 290 
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Company 
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Wholesaler 











Fold Out for 
New, Free 
Inquiry Card 


Here’s the handiest card yet — 


@ no turning back to find the card as 
you turn the pages. It’s always in 


front of you. 


@ covers both editorial and ads. 


@ just one inquiry brings you the 
latest facts from all manufacturers 


checked. 
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You get sales-proven display models 


with Udon of. Shoiling * 


56 different display models are now available to 
‘National of Sterling” dealers. These attractive 
display units show off the finish, workmanship and 
mechanical features of many fast-sellers in the 
National line. A display model shows your cus- 
tomers how a particular item looks when installed; 
it lets them “‘try out” sliding door sets. Stop hiding 
your merchandise—put ““National of Sterling”’ out 
where your customers can see it, try it, buy it. 


Join the swing to “‘National of Sterling.” Write 


for free catalog. 


i +*Solid Quality Throughout 
, NATIONAL MANUFACTURING CO. 
- 11005 First Ave. @ Sterling, Illinois 


Circle No. 154 on Handy Cover Card 








